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Judging from some of his recent 
adcasts, Bill Stern, your favor- 
+ football announcer, seems to 
sve ambitions to become the 
‘alter Winchell of the sports field. 


. = = 
Ford Motor Company has just 
ined the ANA, so media execu- 
ves y be justified in putting 
ie account on their lists as a 


etty fair prospect for advertising. 
v v v 


After the reps who were given a 
arty at which Western Fashions 
sade a bid for magazine space saw 
.e glamorous gals who modeled 
he clothes, sales resistance ebbed 
an all-time low. 


- ee? 


Ahrens Publishing Company 
sys hotels are in the market for 
early a million and a half dollars’ 
orth of cooling coils, perhaps to 
id in reducing the temperatures 
fimpatient customers with reser- 
ations but no rooms. 


Y ev 


‘Depositors Ignore Ads for Un- 
laimed Savings Deposits,” says a 
eadline in ADVERTISING AGE. 
Maybe they thought they put the 
oney under the mattress. 
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United States News refers to 
‘he unapproachable top manage- 
rent men of business.” But any 
Fxperienced salesman will tell you 
’s often easier to see the president 
han the advertising manager. 
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Even a brewery, says James T. 
goe Jr., wouldn’t touch one of 
hose luscious Raleigh poster gals 
ith a 10-foot pole. Neither would 
inyone else, if he could get any 
loser, 

7, Vv F¥ 


An advertising agency says it 
fants an art director who is “‘mod- 
Fn but not screwy.” Wasn’t it an 
rt director who said, “In this busi- 
less you don’t have to be crazy, 
ut it helps’? 


. ee 


The Boston Herald-Traveler re- 
ers to its linage comparisons “with 
fWspapers and tabloids in the 
our major cities of America,” and 
€ tabloids may feel justified in 
Sing to a point of order. 
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Afte three years of active serv- 
te, Maj. Norris W. Evans, formerly 
ti Baby Talk, has joined Fawcett 
FUDlications. No wonder he’s for- 
ftlen all of his baby talk. 


~~ wv ow 


a ‘ree Press says Detroit is 
‘le Dusiest spot in America.” 

U mean since the Washington 
made it possible for the 
a1 vacate Briggs Stadium? 


7 9 


noting plans for postwar 
usiness, Britishers point 


English is spoken by mil-| 


eople not residents of the 
But they still might need 
reter in London. 
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cans are taking heart be- 
ie emphatic way in which 
ican League rejected the 
Joe McCarthy and his 
tor a fourth term. 
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Hospital Care 
Groups Consider 
National Ad Drive 


JWT Suggests Plan 
at Fall Meeting 
of Blue Cross 


Cleveland, Oct. 4.—Discussion of 
the possibilities of advertising in 
the promotion of Blue Cross plans 
for hospital care was one of the 
principal features of the fall con- 
ference which concluded here 
today. While no action was taken 
on a proposal for a national adver- 
tising campaign, interest in the 
idea was so great than it is be- 
lieved that advertising by many 
individual plans will be initiated 
shortly, with the possibility that a 
national program will follow. Blue 
Cross plans are sponsored by the 
American Hos pital Association, 
whose national conference was 
held here this week. 

Advertising was discussed at a 
session of the committee on public 
education held Monday afternoon. 
R. F. Cahalane, executive director 
of the Massachusetts Hospital 
Service, Inc., Boston, chairman of 
this committee, is a strong advo- 
cate of the value of advertising in 
promoting enrollments in Blue 
Cross plans, which now serve more 
than 15,000,000 subscribers in 80 
communities all over the country. 
A few states have not yet enacted 
enabling bills providing for this 
type of insurance. 


JWT Presents Campaign Plan 


Anson Lowitz, of the New York 
office of the J. Walter Thompson 
Company, presented the idea of 
national advertising to the group. 
He pointed out the need for mak- 
ing Blue Cross hospital service 
available to a much larger per- 
centage of the total number of em- 
ployed people and their families, 
and compared average expendi- 
tures for cigarets with the cost of 
hospital insurance. He suggested 
that 1% of the gross income of 
the Blue Cross plans, now amount- 
ing to $75,000,000 a year, would 
produce a fund of $750,000 which 
would enable the Blue Cross to 
sell the public as never before. 

Some opponents of the plan in- 
sisted that free publicity is ade- 
quate for the information of the 
public, while others reported the 
success of local advertising in such 
communities as New York, Pitts- 
burgh, Providence, R. I., and other 
cities. In Cleveland, on the other 
hand, a recent publicity drive con- 
ducted by the Press, which pro- 
vided return coupons accompanied 
by news stories, gave the local 
Blue Cross plan 6,800 leads, of 
which nearly 80% were enrolled. 

Following the discussion of ad- 

(Continued on Page 53) 
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DIRTY HANDS NOW CLEANED EVEN BETTER_ 
STE. eee aa 


wv EW LAVA | SOAP! 


Ui ge see  o e. et actualy GENTLE on shin! 


LAVE WITH LAVA—First black-and- 

white newspaper advertising to appear 

for Procter & Gamble Co.'s Lava soap 

since 1942 is currently running in more 

than 75 papers throughout the country 

in 1,000 and 800-line sizes. Biow Co., 
New York, is the agency. 


Congress Studies 
‘Election’ Ads of 
Radio and Dailies 


Washington, Oct. 4—With com- 
mittees in both houses of Congress 
busily studying the hidden influ- 
ences and sources of funds, in the 
current political campaign, it was 
evident today that radio and news- 
paper advertising which touches 
on controversial issues will be 
studied by one group or the other 
for possible violation of the elec- 
tion laws. 

Indicative of this is a letter to 
Basil Brewer, publisher of the 
New Bedford Standard - Times, 
New Bedford, Mass., written today 
by Chairman Theodore S. Green of 
the Senate campaigns expenditures 
committee, who warned that his 
group would look into advertising 
which it believes is designed to 

(Continued on Page 57) 


Quinn Organizing 
60 Distributors 
for Group Buying 


Plans $100,000,000 
Appliance Volume 
on Monitor Brand 


New York, Oct. 5.—Sixty inde- 
pendent distributors throughout 
the country are being organized as 
owner-branches of Monitor Equip- 
ment Corporation, 110 E. 42nd St., 
New York, for group buying and 
promotion of about 30 home appli- 
ance and equipment lines under a 
Monitor brand. 

Initiative in the organization is 
being taken by T. K. Quinn of 
[. Bm. SUuinn 
Company, ad- 
vertising and 
public relations 
counsel, cur- 
rently serving 
part time as 
director general 
of the War Pro- 
duction Drive, 
Washing- 
ton. Formerly 
vice - president 
of General 
Electric Com- 
pany, Mr. Quinn also was presi- 
dent, for seven years, of Maxon, 
Inc., advertising agency. 

Heads of the distributor organi- 
zations will serve as directors of 
the company and will elect the 
officers. 


Sees Lower Cost Methods 


The company points out that 
“about 60% of the consumer’s dol- 
lar has been represented in sales 

(Continued on Page 55) 


T. K. Quinn 


Last Minute News Flashes 


Lever Promotes ‘Name-the-Swan’ Contest 


Cambridge, Mass., 


Oct. 6.—Lever Brothers Company is conducting 


a two-month “Name-the-Swan” contest through Dec. 15, offering 507 
cash prizes to dealers and users of Swan soap. Local newspapers and 


full-color magazine ads will promote the contest, which will also be 
“George Burns and Gracie Allen” and “Bright 
programs on CBS. Grand prize for the consumer sending 
in the winning name, plus a Swan wrapper, is $20,000 in cash or $100 
Young & Rubicam, New York, is the agency. 


mentioned on Lever’s 
Horizons” 


a month for life. 


Johnson Testing Drax in Peoria 


Peoria, IIl., 


Oct. 6.—S. C. Johnson & Son, Inc., 


Racine, Wis., is now 


testing Drax, a new stain-resistant and water-repellant for use on all 
washable products, in this area with newspaper copy. The new prod- 
uct, developed in wartime research, is one of a group which Johnson 
plans to promote for postwar expansion (AA, Sept. 18). 


Maltex Opens Fall Campaign for Cereal 


New York, Oct. 
opened its fall campaign for 
newspaper insertions in about 40 
be used. Samuel C. 


6.—The Maltex Company, 


Croot Company, New York, 


Burlington, Vt., has 


Maltex breakfast cereal with 700-line 
eastern cities. Spot radio will also 
is the agency. 


Watson Named Ad Mar. of 3 Markets Group 


New York, Oct. 6.—Tyler Wat 
Markets Group, Inc., for the past f 


New York, Oct. 6. 


Williams & Saylor is the agency. 


son, with the sales staff of 


Three 


ive years, has been named advertis- 


He will continue to make his headquarters here. 


54 | Magazine Copy to Promote Surretwill Suits 
~Beginning next spring, 
50 | tional magazines will introduce Surretwill, 

|| slacks, under the combination labe 
| Voice of the Advertiser ss ee 


full color pages in na- 
all-season suit and line of 
l of Rose Brothers and Pacific Mills. 


$25,000,000 Ad Volume 
Seen for 6th War Loan 


Record Participation 
to Sell $14 Billion 
Starting Nov. 20 


(Picture on Page 59) 


New York, Oct. 5.—Advertising 
support of the 6th War Loan cam- 
paign “will constitute the largest 
single home front drive launched 
since the start of the war,” repre- 
sentatives of the Treasury Depart- 
ment and War Advertising Council 
told a meeting of 500 advertising 
executives here today. 

Advertising volume for the $14,- 
000,000,000 6th campaign, to run 
from Nov. 20 to Dec. 16, will ex- 
ceed the record $25,000,000 con- 
tributed for the $16,000,000,000 5th 
campaign last summer, it was pre- 
dicted. A total of $5,000,000,000 of 
bonds from individuals will be 
sought in the new drive. 

Since Pearl Harbor, said Ted R. 
Gamble, national director of the 
Treasury’s war finance division, 
$100,000,000,000 of government 
bonds have been sold. He attrib- 
uted this record primarily to “the 


| good common sense of the Ameri- 
|can people and the tireless effort 
|of our great home front army of 


| 
| 


| 


5,000,000 
salesmen. 


volunteer war bond 
. . Regardless of what 


| happens in Germany, the need for 


extra bond sales will continue for 
some time to come.” 


West Stresses Need 


Paul B. West, president of Asso- 
ciation of National Advertisers and 
acting chairman of the Council, 
emphasized the continuing need 
for advertising support of home 
front campaigns. The advertising 


Save Paper—Even on 
X Day—Friendly Asks 
New York, Oct. 5.—Patriotic 
Americans will be thoroughly jus- 
tified in celebrating the collapse 
of Germany on X day. But, if 
they follow the suggestion of Ed- 
win S. Friendly, national chairman 
of the United States Victory 
Waste Paper Campaign, they will 
refrain from doing their cele- 
brating with ticker tape, torn tele- 
phone books and other paper. 
“Certainly the capitulation of 
the Nazis will give us all just 
cause for celebration,” Mr, 
Friendly said. “But waste paper 
continues to be the nation’s No. 1 
critical war material and prob- 
ably will be long after the last 


shot is fired in our war in the 
Pacific. 

“Please don’t throw paper out 
of the windows on X day. Bun- 


dle it up and throw it at the Japs 
through your regular collection 
system 


drive for the 5th War Loan, he 
| said, totaled $24,981,669, broken 
down as follows: In daily and 
weekly newspapers, $10,160,709; 
radio, $11,000,000: general and 
farm magazines, $1,954,132; out- 
door, $1,076,838; business publica- 
tions, $789,990. 
| A survey following the 5th 
drive, explained Dr. Rensis Likert 
of the Department of Agriculture, 
showed that 5% of people queried 
were unaware of the campaign. 
More than 80% knew the name of 
the campaign and other details 
about it. 

Thomas H. Lane, director of ad- 
vertising, press and radio of the 
war finance division, aid that 


“we expect that newspapers will 
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carry more than the record $10,-| 
000,000 worth of space set by the 
5th War Loan. More than 1,300 
magazines have agreed to carry 
free war bond ads; outdoor panels 
will feature the $100 war bond on 
200,000 panels, and radio will be 
in there pitching as always.” 


Issue Joint Appeal 


In a joint message to advertis- 
ers, Secretary of the Treasury 
Morgenthau and Elmer Davis, 
director of OWI, said: “In carry- 
ing the story of the 6th War Loan 
to the people of this country, you 
have the opportunity of doing 
more than explaining the urgent 
need for billions of dollars. You 
can make clear the fact that we 
have a full-size war on our hands 
in the Pacific and that this war | 
will go on until the enemy is com- 
pletely defeated.” 

Although earlier plans for the 
campaign hit hard on the Japanese | 
war angle, recent slowing up in 
the progress of the war against 
Germany will change advertising 
themes to stress the fact that 
America still has two major wars 
on her hands. 

Slogans presented in a campaign | 
guide prepared for the Treasury | 


by the Council include: “Your 
Country Is Still at War... Are 
You?”; “Let’s Finish the Job”; 
“Lend Over Here’ Till It’s Over 
Over There.” 


Sample Copy Shown 


Among the reasons for. asking 
every individual to buy at least 
one extra $100 war bond are the 
higher costs of the Pacific war; 
“winning the peace,” with savings 
that help to curb inflation, and 
the investment value of the bonds. 

Sample ads are shown. The 
“ideal ad,’ the campaign book 
says, would “tell the reader at a 
glance that the 6th War Loan 
drive is on” and show him “just 
what he is expected to do about it. 
It would tell him why the coun- 
try needs this money,” and “would 
give him, as far as possible the 
national-economic and _ self-inter- 
est reasons for backing the drive.” 
Pre-drive ads “would prepare him 
for the visit of the Victory Volun- 
teer.”” Every ad would “urge ac- 
tion by means of a selling line or 
slogan.” 

Stuart Peabody, advertising di- 
rector of the Borden Company, is 
Council coordinator on war finance 
campaigns. Agencies which pre- 


| pared campaign material are G. M. 

Basford Company, Erwin, Wasey 
| & Co., Albert Frank - Guenther 
| Law, Inc., Joseph Katz Company, 
|Ruthrauff & Ryan and Young & 
Rubicam. 


Adler Names Bruck 


Adler Shoes for Men, New York, 
has named Franklin Bruck Adver- 
tising Corporation, New York, to 
handle advertising, which includes 
extensive use of radio, newspapers 
and magazines. Charles L. Roth- 
schild, former president of Con- 
solidated Advertising Agency, New 
York, agency which had the Adler 
account previously, has joined 
Franklin Bruck as an _ account 
executive and will handle Adler’s 
advertising. 


ANPA Elects Manship 


Charles P. Manship, publisher 
of the State Times and Advocate, 
Baton Rouge, La., has been elected 
a director of the American News- 
paper Publishers Association to 
fill the vacancy caused by the 
resignation of George C. Biggers, 
general manager of the Atlanta 
Journal. 


Curtiss-Wright 
Plugs Plane Sale 
in 100 Papers 


New York, Oct. 4.— Curtiss- 
Wright Corporation has scheduled 
full-page and smaller units in 
about 100 newspapers, through 
McCann-Erickson, for a special ad 
announcing that “Eastern Air 
Lines choose the Curtiss Com- 
mando.” 

Featuring a photograph of Capt. 
Eddie Rickenbacker, president and 
general manager of Eastern, with 
G. W. Vaughan, president of Cur- 
tiss-Wright, the ad points out that 
Eastern has agreed to buy the 
Commando after “the severest and 
most exhaustive service testing 
ever undergone by an airplane be- 
fore its presentation to the public. 
For part of the brilliant war rec- 
ord of Eastern Air Lines includes 
the operation of Curtiss Com- 
mandos for the Air Transport 
Command through 10 million miles 
of flight.” 

Curtiss-Wright’s insertion is in 
addition to its regular campaign in 
65 newspapers and in Collier’s, 


A*B. P.I.C. Specialized Export Magazine 


which the 


Latin America. 


ing editorial job 


Cultivate the Latin American 
drug trade and health fields by 
advertising in the publication 


drug trade and 


health fields '‘'down there" 
read. You may be sure that it 
is valued and read because it 
circulates to paid subscribers. 


EL FARMACEUTICO, established in 1925, 
and published monthly in Spanish enables 
you to do the type of directed coverage adver- 
tising job of the Latin American drug trade 
and health field that you are accustomed to 


doing with specialized domestic magazines. 


EL FARMACEUTICO is a SPECIALIZED 
Export Magazine, circulating to pharmacies, 
hospitals, public health officials, and labora- 


tories in 2,000 cities and towns throughout 


Have you seen a recent copy of EL 
FARMACEUTICO? Look over the increas- 


ing number of advertisers. Note the outstand- 


this magazine is doing. It 


will pay you to send for full details about 
EL FARMACEUTICO, and the various ex- 


port services we offer manufacturers. 


* BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


pupusTeaia 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Ine.)] 


THE * BPIC SPECIALIZED EXPORT MAGAZINES 


Miemelle || FP 


FARMACEUTICO 


published monthly in Span- publi 


shed monthly in Span- 


published monthly in Eng- 


ish, circulates to the Latin ish, circulates to the Latin lish and circulating on a ish and circulating on a ish and circulating on a 
American industrial and en- American construction — wy , a oret songy) ae te paid subscription basis to paid subscription basis to 
gineering, governmental and col imeaien’ o 8 gee om te. acnart held 3% Pm the automotive trade and the drug trade and health 
importing paid subscriber scriber readers. Established Africa, Europe and Oceania. transport field in Latin field in Latin America. Es- 
readers. Established 1919. 1919. Established 1924. America. Established 1917. tablished 1925. 


published monthly in Span- 


published monthly in Span- 
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. . : Se 
Get Winter Shellubrication 4zy 
... don’t wait and get Caught : 
in the last-minute rush! 
Reco 
Hen: 
=e Edit: 
SS ae SS") BB busin 
Melee De fee THELLTBRIEATION fity’ 


eT101 
WINTER WARNING —The annua! oug! 
Shellubrication campaign advising mo- MM Whil 
torists to prepare for cold weather js : 
running during October and November he ; 
in 70 newspapers in the East and Mid. Me”: 
west. Ads average 1!,000 lines and carry fm OU | 
an insert box on the 35 "break-up" MM your 
points to be guarded in winter. Shell 


Oil Co.'s agency is J. Walter Thomp. are 
son Co., New York. tion | 
OPA 


eet 


Life, Newsweek and The Saturday’ 
Evening Post. » BB (cost 
Capt. Rickenbacker announced fithe e 
yesterday that Eastern will spendfipe no 
$25,000,000 for both the twin en- 
gine Curtiss CW-20 Commando That 
and the four-engine Douglas DC-4ggunit | 
transport planes. The proportionfifprodt 
of this expenditure between Cur-MBpress 
tiss-Wright and Douglas was nol: 
told. — 
June 
abilit 


No Special Douglas Ads 
conti 


Douglas Aircraft Company, 
Santa Monica, Cal., will do no spe- 
cial advertising in connection with oo 
recent contracts totaling $103,000,- 
000 to supply planes for American 
Airlines, Pan American - Grace, 
Pennsylvania-Central and United 
Air Lines. A magazine campaign 
continues through the Essig Com- 
pany, Los Angeles. 

National Air Lines has been ne- 
gotiating for $5,000,000 of Curtiss Pleg 


Commandos. Mod 
whic! 
Home Products Forms staff. 


Foreign Ad Department audi: 


Home Products Internationaljmjthe n 
Ltd., New York, formed in August plant 
by American Home Products Col-fM port, 
poration to handle export sales of bri 
the parent company’s food, house-gg’"""* 
hold, cosmetic and packaged drugggof m 
products, has formed a foreign ad-@Mfletin 
vertising department. It will bei«Ho, 
under the direction of W. I. Shugg bonte 
former vice-president in charge 0#@.. 
foreign advertising for the John Edit 
F. Murray Advertising Agency, 
New York. 

It was also announced by Don | 
ald C. Townley, vice-president 
American Home Products, 


charge of the foreign and export | 
division, that McCann - Erickson 
has been named the companysim@ 
agency in all Latin Amer icamm 
countries, effective Jan. 1, 1949 


a: 


Long After Victory In Europe, Thre wil V 
Be Need of Victories On The Home A 
Front. Put A War Message In ©very Ad V 
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LUNCH TABLE 


TOPICS 


Ln 


reconversion Pricing First, 


laborator Arthur Pearce, 
Materials Editor, charts a 
model plan neither costly 
nor elaborate for handling 
veterans’ problems. » » It is 
based on the experience of 
scores of companies. » » The 
article on page 42 details 
five-steps to be studied be- 


agement. » » “Reconversion 
Time is Cost-Cutting Time” 


by MI’s Technical Editor, Bill Blank 


Henry Ralph, MI’s Washington plots 22 cost-cutting opportunities in 
Editor, compiled a list of questions machinery, materials, sales channels 
jusiness men most frequently ask | and office. » » This article on page 48 


ation of putting out the lights in 
his own private office when he 
leaves it. » » Industry has gone soft 
on costs, and this article introduces 
a little light exercise to begin the 
reconditioning which must accom- 
pany reconversion. 


¢: m 


A 


Beardsley Ruml In the current 
issue, the man who made a reality 
of his pay-as-you-go tax plan sets 
up a sterling point by point case as 


doing so would encourage absorp- 
tion of small businesses by large 
corporations, writes G. Sidney 
Houston who opposes Rum! in this 
Debate-in-Print. » » Houston is 
manager of Investment Research 
Department for the First Bank 
Stock Corp., Minneapolis, an ac- 
tive committeeman in preparing 


issues argued from both sides by 
their leading exponents and pro- 
vides the medium by which its 
reader audience of responsible 
management men in the nation’s 


READER CO 2cZce 


A year ago, as the result of an ad- 
vertisement on page 184 of the June 
15, 1943 issue of Modern Industry, we 
purchased a carload of... 


In a recent issue of Modern Industry 
there is an article entitled ‘“Derma- 


Selected from October 15th, 1944 fore taking on the critical ve i the “Wie ‘Cliles Bostecr Tas ae Hazards Charted”. I would 
challenge the returning vet- Ww ‘s at eae 
Modern Indust eran presents to ul sain ye i Plan.” » » Of all magazines, Mod- an pes if of bn ee ees 
ry ‘\ ern Industry alone presents vital trated a... . 


A short time ago I noticed an article 
about a device used by factories 
tO wae 


You will note that we have renewed 
our subscription for two more 
years... eet 


Koy i In a recent issue of Modern Industry 
SHEL HB. reconversion pricing. » » Then | starts in high with a top-management | to precisely why corporate income | most important plants can say we note with interest on pose 24 on 
SM BB rious but informal answers were | executive beginning his own re-train- | taxes should be eliminated. » » | what they think about the issues s—. ee ee en ee 
‘nualfought from OPA officials. » » ing to “cost-thinking” with the oper- | Don’t eliminate corporate taxes, | and arguments presented. 
1g mo- ~~ there is nothing official in 
ther is MM ne “Answers to 20 Reconversion 
heen: 2ricing Questions” on page 147, 
d carry f™giou can feel OPA breathing down 
ak-up" Mg your neck in all of them. » » Here 
Shell Mare a few glints from this reflec- 
Thomp. tion of OPA current attitudes. » » 
2 OPA believes that the general 
turday mEeveT@ee Prices of consumer goods 
* Bi(cost-of-living items) right after 
ounced the end of the European war will 
_SPend fiipe no more than 7% above 1942. » » 
te: That manufacturers should set 
; DC.4ggunit costs on the basis of capacity 
ortionfmproduction. » » That unless Con- 
n Cur-fiirress fails to renew the present 
@S NO'MP rice control law when it expires 
P june 30, 1945 there is strong prob- 
Ss 


pany, 
10 spe- 
n with 
13 ,000,- 
1erican 
Grace, 
United 
npaign 
+ Com- 


en ne- 
Curtiss 


ability that price controls will be 
continued throughout the Japanese 
campaigns and even longer. 


Please Quote In this issue of 
Modern Industry, two articles 
which were field-researched and 


S staff-written for our own primary 
ent audience of management men in 
ational,Mthe nation’s 31,500 most important 
Augusif@plants seem of sufficient basic im- 
ts Cor- +e $ 
#mportance in terms of tomorrow to 
sales of Le eee 


house- 
d drug 
ign ad- 
will be 


bring to your attention as a source 
of material for house organs, bul- 
letins, fundamental programs. » » 
“How Plants Solve Veteran Prob- 


eee e* 


Shuggiy. 9 , : 9 
baa lems” by MI’s Industrial Relations 
. Je Editor, Kirk Earnshaw and col- 
\ gen¢ 
y Don ® 
“Eh Whose On terra rirma 
icts, Im 
expt ) 
‘ks0r | 
any : P ’ 
je | i IS TO BE EXPECTED that 184.000 separate Why does Modern Industry hold so im- industry's management men who are tuned 
145 plant managements are kicking their portant a place in their business lives? in ready to receive. 
= heads around with reconversion timing, , = er 
T; 4 — — , : ; k : . ” Common Understanding Opens All Doors Let’s see what the October 15th issue 
. here is an ol expression that with new products, new markets. Sure < h ° 
i : eect : ania mniition Denon — has for the sales-minded 
py a business paper is the voice of they all want a big cut of the 40-X pie. Mode rn Industry readers have long since f ; 
its industry. discovered for themselves that staff- [] Tennessee Valley — New Industrial 
-e Wil We think this is pure hokum. But, and this is important . . . 17% of this writing® by skilled journalists plus story- Freatior seeeeee stenenvenseseensensenesecosenecnncoeoes 37 
~— A_ business paper provides a great number of America’s inidlamlidie telling pictures and charts provide easy Why “The Valley” offers new oppor- 
ry A voice for its publisher and its plants produced 89% of the total value of and enjoyable reading that tells them tunities for sales, for low-cost produc- 
; manufactured products prewar. With this more in less time. They appreciate Modern tion, for manufacture of new products 


said to be the voice of its read- 
ers unless it provides a mechan- 
ism through which its readers 
Can express their own views. 
MI debate-in-print does this. 


fact in mind, isn’t it clear and logical to 
figure that on the 40-X thinking of this 
dominant 17% depends the 40-X progress 


of the nation? 


There is the understanding on the part of 


Industry's editorial reliability and accuracy 
knowing that our staff of research editors lies are. 
triple-checks for truth and authority. 


and precisely what those opportuni- 
{ fact-filled picture report, 
based on MI editors’ on-the-spot study. 


|) Answers to 20 Reconversion Pricing 
IIS - svicnxsnincdscctntentbbtaebiisesscctesess 147 


How will OPA set prices on new prod- 


Fach month, MI publishes the 
rests of a previous debate-in- 
Print and reports the score 
(susimary of Readers’ ballot- 

's) to every Senator and 
essman plus key adminis- : , 
trative officials in Washington. then route more than 50,000 copies 
hus industry is not only hear- Modern Industry each month. 


editor, It cannot honestly be 
| 
| these management men that we make 


There you have the percentage that pays 


off. This 17% group consists of the nation’s our editorial business to provide them with 


31,500 most important plants whose re- researched reports covering the 8 vital ucts? Will it allow for wartime cost 


fronts of American industry. increases? For reconversion costs? For 


sponsible management men read first and 
f ; P wage increases? 
e And thus—through our new kind of inter- 


pretive and pictorial journalism, based on 


oth sides of vital issues i i 
I | Staff-writing: By policy and practice, Modern Industry a travel average of practically a mile a °o e r n n U Ss t Ba 
uC industry and the nation. as the anh GAaeR inten: canmantion widiak ‘eatiars. Ga thake ; ; 
In lition, at long last it is own field-research in person. We print no contributed word, Modern Industry's word and picture The Staf{-written Magarine of Interpretive Journation 
. x articles other than Debate-in-Print. We take the full 


sing its recommendations 
ree and democratic man- 
her very month to the makers 
nation’s laws and regula- 


editorial responsibility. record of industrial progress ts flashed to 347 Madison Avenue, New York 17, N.Y. 


line CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 
e SAN FRANCISCO 4: 68 Post Street * ATLANTA 3: 1722 Rhodes-Haverty Building * LOS ANGELES 14: 103 West 8th Street ; 


DEBATE-IN-PRINT 
ature no other magazine offers 
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Connable Joins Gray 


Carl Connable, formerly adver- 
tising manager of Crane Packing 
Company, Chicago, has joined the 
creative staff of Charles M. Gray 
& Associates, Detroit industrial 
agency. 


Joins National Analysts 


Dr. Albert Blankenship, formerly 
director of market research for 
N. W. Ayer & Son, has been ap- 
pointed research director of Na- 
tional Analysts, Inc., Philadelphia. 


Appointed Sales Mgrs. 


E. W. Fairweather has been ap- 
pointed central division sales man- 
ager of International Cellucotton 
Products Company, Chicago, and 
George E. Darden has been placed 
in charge of the company’s south- 
ern division. 


Heads WBBM Sales 


Ernest Shomo, eastern sales 
manager of Station WBBM, Chi- 
cago, since 1942, has been pro- 
moted to sales manager of the sta- 


Join Lexington Paper 


Louise Loving Gilchrist, for- 
merly a member of the advertising 
department of the Herald-Leader, 
Lexington, Ky., has been appoint- 
ed national advertising manager 
for the duration, replacing Charles 
Everett, now in the Navy. 


WPAT Promotes Shaw 

Bernard Jay Shaw,- account 
executive of WPAT, Paterson N. J., 
has been appointed sales promotion 
manager of the station. 


Mennen Company Plans 
Tests in 15 Cities 


The Mennen Company, Newark, 
has scheduled six test campaigns 
for Mennen shave creams, tale for 
men, skin bracer and skin balm 
during October and November. 
Newspapers, store displays and 
spot radio will be used in 15 cities 
throughout the country. 

Results of the tests will form 
the basis for 1945 campaigns for 
the products. Duane Jones Com- 
pany, New York, was recently ap- 


pointed agency for the account. 


Farmer Finchley 


curries favor 


Of the FIRST FOUR 
General Magazines 
ONE 
covers the rural market 


tion. 
") 
‘ 


You’re supposed to use a confident approach, F.F. And your stance 


is wrong. Otherwise the beast would like that curryecomb. Horses 


have horse sense, you know—but this one thinks you’re stalking him! 


There are ways of doing things about a farm—and ways, too, of doing 


them wrong. The real trouble with you is you haven’t been brought 
up with Farm JOURNAL. 


The reason for Farm JOURNAL’S immense popularity in 2,500,000 
rural families is that it helps 10,000,000 farm people to do the right 


thing by themselves. It helps them seed and reap to advantage—and | 


the largest, 


bitious. Reasons enough to account for FARM JOURNAL’s 


most influential, rural magazine. 


GRAHAM PATTERSON, Publisher 


Washington Square, PHILADELPHIA 5 


to take advantage of farming lore gathered over the years from the 
experiences of other true dirt-farmers as well as from the most modern 
agricultural scientists. FARM JOURNAL helps keep farm women con- 


scious of the world-at-large, and the young folk interested and am- 


position as 
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Feldon-Beirne: 
to Publish New. 
Ad Data Service 


Chicago, Oct. 6. — Ff Wing 
months of research and elon. 
ment, Feldon - Beirnes Pi): jshjp, 
Company today announce: fort}; 
coming publication, staring 
January, of “Leading tion: 
Advertisers,” a new com) ratiy 
advertising record of leading p;. 
tional brands and advertisin 
media. 7 

Six editions of the record are , 
be published monthly, on the 19 
of each month, to cover thes 
fields: agriculture; automotive. 
aviation-transportation; drugs-to- 
let goods; foods-beverages; home. 
building, and general. 

Original in format, and des signed 
for facile use, the record wi | offe 
a quick summary of importa 
vertising and media facts pve 
leading national brands for the jp- 
formation of advertisers, agencie; 
media and distributors and retaj 
ers, comparing the record of noa- 
tional brands in rank, produet 
group, media group and by spe- 
cific media. Each of the edi ition 
is to be indexed by company name 
brand name and agency. Adver- 
tising schedules are shown for thy 
current month and dollars to date 
and each medium is ranked by ad. 
vertising revenue for each brand 
and for each product group. A|| 
media are ranked or charted by 
revenue from all leading nations 
brands and from each major prod- 
uct group. 


Can Compare Schedules 


From data given, the company 
pointed out, advertising media 
executives can compare each 
brand schedule in competitive 
media groups and in specific media 
A special media section will be 
published in each edition for this 
purpose. 

Media groups will include 
weekly and monthly general mag- 
azines, business and financial, wo- 
men’s, women’s groups, fashion 
home and building, comic groups 
other groups, scientific and me- 
|chanical, youth, fraternal and re- 
| ligious magazines; national, sec- 
tional and state, farm groups and 
| livestock and poultry publications; 
|newspaper magazines, comic, pic- 
| torial and rotogravure groups; 
| NBC, CBS, Blue Network and Mu- 
| tual radio networks; and distribu- 
‘tor and retailer publications cover 
|ing the wholesale and retail trade 
which sell nationally advertised 
consumer brands. 

All subscriptions will include 
copies of an annual edition for 
permanent record and reference 
Special territorial reports by 
brands, media or agencies wil! be 
developed by the company on re- 
quest and other special reports 
compiled for specific requirements 

Editorial and research staffs are 
to be announced later. 

The company was set up asl 
May, with O. A. Feldon, forme! 
agency, magazine and_ busines 
paper executive, as president, an¢ 
A. E. Beirnes, a founder of Stan- 
dard Rate & Data Service, as vice- 


president and treasurer.  [|!cad- 
quarters are at 8 S. Michigan Ave, 
| Chicago 3. 


| 


‘Drops Two Days’ Ads 
As a temporary measure t) °On- 
|serve newsprint, the Journ 
| zette, Fort Wayne, Ind., h 
/nounced that it is eliminat 
| advertising from its Saturd 
Monday issues. Advertisi! 
be accepted as usual for | 
| maining five days of the w 


MER! 
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irst award 


'8S-to'- —_—_—_— : “editarials 


1939 Eo ale Maa ta 


igne 

| offer MB MERIT AWARD 
int ad- 
_ about 1942 
seal FIRST AWARD 
encie 

retal 
Of na- 
rodu 
Y spe 
gi 1943 — FIRST AWARD 
A dver. 
for the 
© date 
by ad- 

brand 
D. All 
ted by 
ationa 
* prod- 
es 
mpany 

media 
> each 
etitive 

media @ In the above picture, 
vill hes taken at the recent N.1.A.A. 
or this conference, O. T. Carson, 
wads . left, of Domestic Engineer- 
1 mag- ; ing Publications, receives 
al, Wo- from Roland G. E. Ullman, 
ae Chairman of the panel of 
4 po jurors, the first award in 
nd re- - Class One. 
l, sec- 
ps and 
ations, > 
Cc, pic- : . . “a: 
TOUDS: months * The editorial competition re- ge 
4 Mu- ferred to in the award repro- - 
cover- For the fourth time DOMESTIC ENGINEERING duced at the left is conducted 
| trade annually by Industrial Market- 


ertised aS achieved outstanding success and recognition 


nclude br its service to the nation and to the industry it 
rence epresents. Acceptance of these high honors for 
vil epost amd current achievements carries with it a 
apc istinct sense of responsibility for even greater 


ments 


ft: are fettort. DOMESTIC ENGINEERING, as an organi- 
p last {¥@tion, points to the consistent quality of effort 


forme! 

isnes Presented here merely as an indication of the 

7 ind 

stan: Pnlarged program planned and under way to help 
ce- 


ad- meet the huge problem and opportunity facing all 
Bf us in the coming post-war period. 


ing. The actual presentation 
was just recently made at the 
annual meeting of the National 
Industrial Advertisers Associa- 
tion in Chicago. 1944, the 7th 
year this contest has been held, 
brought a total of 305 entries. 
The judges of the 7th competi- 
tion consisted of an outstanding 
group of advertising managers 
and agency executives. 


The large plaque shown at 
left and received by DOMESTIC 
ENGINEERING is for excellence 
in the Class 1 Division of the 
Competition. This class one 
division was for entries com- 
peting for the best series of 


LS Pi 


on. We offer these accumulated honors as a sign of 
an- [gpa alert organization, keyed to the requirements 
articles or editorials on one 


and Mf the times and composed of determined men and a Vb) a r d 
Wl re) - . . - 
- | omen engaged in the task of serving great in- dutta’, an te delelis indies 


hustr es, ° P ° fi 
— appearing in da series oO! issues. 
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Established 1889 ' P 
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Intense Campaign 
Begun in Chicago 
Area for Stan-B 


(Picture on Page 59) 
Chicago, Oct. 5.—Laying down a 
localized barrage of advertising, 
Standard Brands’ pharmaceutical 


division this week broke ads in 13 | 


newspapers in the Chicago area 
and began news shows, a weekly 
quarter-hour program and a heavy 
schedule of spot announcements 
on radio stations covering south- 


lower Michigan. 
With copy designed to prove the 


value of the vitamin B complex, | 


the large-space newspaper ad 
opening the drive offers consum- 
ers a booklet on “The Stan-B Way 
to Better B Vitamin Health.” The 
booklet, Standard Brands says, is 
based on the knowledge of 30 vita- 
min specialists and doctors. 
Newspapers are being used in 
Chicago, Peoria, Rockford, South 
Bend, Kenosha, Madison, Milwau- 
kee and Racine. Radio advertis- 


ing includes the five-a-week pro- 
gram, “This Changing World,” on 
WBBM; a complete quarter-hour 


news show Saturdays on WGN;| 


football scores following Bill 
Stern’s network feature game Sat- 
urdays over WMAQ; and daily 


spot advertising on WIND, WAIT | 


and WLS. Display and tie-in ma- 
terial has been furnished to drug 
store outlets. 

H. W. Kastor & Sons Advertising 
Company, Chicago, took over the 
Stan-B account Oct. 1. Ted Bates, 
Inc., New York, continues to 
handle advertising of Stams, a 
Standard Brands multiple vitamin 


1- | product. 
eastern Wisconsin, northern Illi- | 
nois, northwestern Indiana and 


Central Soya Appoints 


Central Soya Company, Ft. 
Wayne, Ind., soy bean processor, 
and its subsidiary, McMillen Feed 
Mills, have appointed Stockton, 
West, Burkhart, Inc. Cincinnati, to 
direct national advertising. 


To Cruttenden & Eger 


Health-Mor, Inc., Chicago, man- 
ufacturer of Filter Queen electric 
vacuum cleaners, has appointed 
Cruttenden & Eger, Chicago, 


FIC Hits Celanese 
for Rebate Setup 
on Brand Name 


Washington Oct. 4. — Acting 
against a tie-in advertising rebate | 
system set up by the Celanese Cor- 
poration of America, the FTC to- 
day reminded merchandising men 
that special allowances for the 
promotion of brand name products 
will be permitted only when the 
benefits are available on a pro- 
portionately equal basis to all cus- 
tomers. 

Under the Robinson - Patman | 
fair trade act which the Commis- | 
sion enforces, industry must grant | 
equal terms, discounts and prices | 
to all customers, except where the | 
differences can actually be justi- 
fied by lower handling costs, the} 
commission holds. 


small customer get terms close to 
those granted to the big one. 

For sales promotion allowances, 
the Commission expects that the 
discounts and rebates for the small 
customer will be proportionately 
equal to those for the large cus- 
tomer, and that the opportunity 
for participation in tie-in promo- 
tions will be offered to all. 


Allowances Range to $10,000 


The action against Celane se) 
Corporation complains that the| 
firm made allowances ranging up| 
to $11,000 to certain leaders in the 
apparel field in order to induce 
these firms to feature the Celanese 
brand name on their products. 

In making the allowances, Cela- 
nese dealt only with firms which 
it had “arbitrarily classified” as a 
leader in the women’s dress and 
apparel trade, the Commission said, 
and refused similar allowances to 
other customers. 

FTC had no quarrel with the 
firm for setting up tie-in promo- 
tions as such, with such scattered 
operators all down the line as 
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Judge Throws 9y; 
$1,000,000 Suit 
Against Kellogy 


New York, Oct. 6.—A $1. 10,009 
suit against Kellogg Comp, 
Battle Creek, Mich., by orn, 
Grant, artist, who origina] v dk 
signed the gnomic chararte,. 
“Snap”, “Crackle” and “Po,” , 
Kellogg’s Rice Krispies, w:. a, 
cided in favor of Kelloge ts; 
week by Judge John Brich: 
United States district court 

Mr. Grant had sued for conti). 
ued payment to him by Kelly 
after his own contract to draw +, 


Lhe 


characters had expired. lf 4}, 
court had upheld his contenti 

advertisers might be forced to p; 
for the use of creations by artic 
and perhaps writers long after th, 


original sale of the work had bee 
made or the original contract h; 
expired. 

The court held that “the gnome 
and their names, if they can | 
said to have been invented by th, 


In interpreting what these dif-| weavers, knitters, converters, gar-| plaintiff, were drawn for Rig 
ferences are, the FTC sticks rig- | ment manufacturers and retailers.|Krispies advertising. It was ); 
idly to actual cost figures rather | Designed to get yarns to the public | that advertising that they had any 
than theory, insisting that the|in the form of dresses under the|significance and, for that matte; 


Philadelphia is known as the city of homes. In the evening, a 
predominant number of the occupants of those homes, nearly 4 
out of 5, get news and relaxation and entertainment from one news- 
paper. That newspaper is The Philadelphia Evening Bulletin. 


With its circulation in excess of 600,000, it is the largest evening 


=. 


does it-in Philadelphia 


| leading apparel houses which were | 


newspaper in America. 


registered trademark, Celanese, 


any value. They had acquired | 


this distribution plan was accepted|secondary meaning as being 


In Philadelphia— nearly everybody reads The Bulletin 


| allowances from other firms which 
| were also 
|brand products, the corporation 


without question. | 
| 
| 

Celanese ran into trouble, how- | 
ever, because the FTC claimed | 
that its investigators found that! 
since 1936 the firm has shared the | 
advertising costs of a number of | 


Claims Allowances Concealed 


considered to enjoy high “pres. | 
tige’’ in the field. Concealing these | 


marketing Celanese 


allegedly violated the fair prac- 


tices act. 


FTC said the allowances 
amounted to from 25 to 50% of the 


| advertising expenses of the favored | 


customers, the ranks of which in- 


| cluded among others Peck & Peck, | 


Lord & Taylor, Saks Fifth Avenue, | 
of New York, and Page Boy Com- | 
pany, Dallas. 

In the only other similar case in | 
recent months, the General Baking 
Company was ordered to revise a| 
system of allowances to grocers | 
for the promotion of Bond bread. | 
Other Robinson-Patman Act cases | 
against such firms as Stetson Hat, | 
National Biscuit and Morton Salt | 
are based on bulk discount sched- 
ules which allegedly do not re- 
flect actual cost differentials, ac- 
cording to the Commission’s com- 
plaints. 


Gets Diaper Account 


Henry M. Frede & Co., Chatta- 
nooga, has appointed The B. D. 
Iola Company, New York, to di- 
rect advertising of its Peewees 
disposable diaper. Newspapers, 
magazines and radio will be used. 


Joins Burton Browne 


Elvin W. Stephenson, former 
sales manager of the Chicago di- 
vision, General Outdoor Advertis- 
ing Company, has joined Burton 


Browne Advertising, Chicago, as 
executive vice-president. 


Grant’s. They were Kellogg's 
They had not been publicized ex- 
cept to forward Rice Krispie sales 
They lived no life like Mutt and 
Jeff and other inhabitants of the 
comic strip world.” 

Kellogg, the court added, had 
used gnomes and other persons 
before Grant’s employment, by N 
W. Ayer & Son, then Kellogg's 
agency, in November, 1932. “The 
first assertion by plaintiff of an 
title to the characters was afte 
the agency had been change 
from Ayer to (J. Walter) Thomp- 
son in November, 1938.” M 
Grant and Thompson did not get 
along, it was said, and that agency 
hired another artist to work on 
the gnomes. Rice Krispies adver- 
tising is now handled by Kenyon 
& Eckhardt. 

“The complaint,’ Judge Bright 
said, “will be dismissed upon th« 
merits. Findings may be proposed 
by the defendant on or before 
Oct. 16, 1944, and served upon 
plaintiff's attorney, who may have 
one week in which to present ob- 
jections. Thereafter I will file 
formal findings as required.” 


Seeks Des Moines Outlet 


Capitol Radio Corporation, Des 
Moines, has filed an FCC applica- 
tion for authority to establish a 
standard broadcast station on 
1,600 kilocycles, 1,000 watts, a 
Des Moines. Also pending in Des 
Moines is an application from 
Capital City Broadcasting Com- 
pany, backed by Des Moines bus'- 
ness men, for a 1,000 watt station 
in the same city. 


Appoint Los Angeles JW7 
Seven Up Bottling Compan 
Los Angeles, has placed its acvel- 
tising with the Los Angeles of 
of J. Walter Thompson Company. 
Outdoor, car cards and other (oc 
media will be used. Ford Devlers 
Advertising Association of ‘ 
ern California has appointe te 

agency as advertising coun 
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| Sample Copies of 

| ‘The Atlanta Journal’s 
| New Sunday Magazine 
| are Now Available... 


oposed 
before 

upon 
y have 
nt ob- 
ill file 


itlet Contact any office of the Metropolitan 


pptien Group, Sawyer-Ferguson-Walker 
lish a 
on Company or The Atlanta Journal. 
in Des 
from 


tie The first issue of the 32-page Roto 
magazine will appear in the Sunday 
saver Journal, January 7, 1945. Space is 


npany being sold in four-colors, spot color, 
ut duotone and monotone. Page size 1s 


Sil 5 columns by 200 lines. 


Che Atlanta Zournal 


COVERS DIXIE LIKE THE DEW 


The Journal's Sunday Circulation is 
249,918—largest in the South. Sales 
representatives for the Magazine are 
The Metropolitan Group and Sawyer- 
Ferguson-Walker Company. 
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Ads Pave Way 
for Disposal of 


Surplus Materials 


Washington, Oct. 4.— RFC of- 
ficials are quietly expressing their 
satisfaction with the results ob- 
tained from a 1,000-line advertise- 
ment recently inserted in 63 news- 
papers, inviting the public to in- 
vestigate the 800 plant properties 
and other materials which will be 
available for disposal after the 
war. 

Carried in leading newspapers 
in all parts of the country Sept. 10, 
this announcement has drawn 
3,100 replies to date, repeating to 
a remarkable degree the satisfac- 


tory experience RFC has had in 
advertising surplus training air- 
planes. 

To date, RFC has merely been 
experimenting with advertising as 
a means of marketing surpluses, 
but the agency’s experience with 
the plant announcement and the 
airplanes will serve as a basis for 
future programs which will prob- 
ably extend into trade and busi- 
ness papers as well as newspapers. 


Copy Carefully Worded 


The invitation for the public to 
look into the surplus picture was 
carefully worded to appeal only to 
bona fide potential buyers. Clearly 
stating that the agency could not 
complete sales at this time, it 
nevertheless suggested that inter- 
ested parties procede to negotiate 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


with the government on an “if and 
when” basis. 

RFC has also had a happy ex- 
perience in advertising surplus 
aircraft which are in its hands for 
disposal. On May 14 and 21, 120- 
line insertions were placed in 60 
newspapers. Today only about 200 
of 5,400 light trainer craft remain 
on the government’s hands. 

In each of these cases, advertis- 
ing was the only form of an- 
nouncement used. Officials say 
they are impressed with the fact 
that the ads are reaching the 
people that RFC wants to sell. 


To Give Further Data 


Further exploitation of the 
plants which RFC holds will be 
made through a “briefalogue,” 
which will list all of the nearly 
800 properties, and give pertinent 
data about costs, location, shipping 
facilities and other matters. Sup- 
plementing this general catalog, 
which will be sent to the 3,100 
persons who replied to the news- 
paper ad, and to banks and state 
planning associations, will be a 
series of brochures on individual 
plants, giving detailed engineering 
and financial data. 


Sees No Boost in 


Canada Newsprint 
Until Mid-1945 


Ottawa, Ont., Oct. 4—Only a 
trickle of additional Canadian 
newsprint output early in 1945 
will result from removal this week 
of all restrictions on the use of 
hydro-electric power in eastern 
Canada. By the second half of 
1945, considerable benefit to the 
industry should result, according 
to a statement by Paul Kellogg, 
general manager, Newsprint Asso- 
ciation of Canada. 

The fact that Canada’s power 
controller removed all restrictions 
on the use of power, effective Oct. 
1, has caused considerable specula- 
tion and some confusion as _ to 
what would be the effect on news- 
print production. Mr. Kellogg said 
that at only one point, the Ontario 
Paper Company mills at Thorold, 
Ont., has power been a limiting 
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Standard 
Seldom 
Kqualled...” 


ODERN 


.. the only ABC plastics paper 
. the authority on the subject 
. the established institution in its field 


LASTICS MAGAZIN 


. one of America’s great industrial publications! 


122 EAST 42nd 


INSULATOR COMPANY 


IRVINGTON,N.J. 
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"Modern Plastics" magazine 


is a most unusual publica- 


tion. 


helped to bring the 


It has materially 


plas- 


tics industry together. 


Its editors have set and 


maintained a standard of 


character seldom equalled in 


in the field of technical 


and promotional journalism. 


It is accorded universal 


recognition by the plastics 


industry, 
and readers. In my 


ion, 


its advertisers 


opin- 


this makes Modern 


Plastics the foremost pub- 


lication in its field. 


aud Yous 


Frank H. 


Shaw 


_ PRESIDENT 


PUBLISHED BY MODERN PLASTICS, 
STREET, NEW YORK I7, N. Y. 
Chicago * Washington * Cleveland * Los Angeles 
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three machines have be. ja; 
each with a capacity of 27 9 to, 
per year. Even here, as « t 
in the Canadian indust: 
not power, has been the «> of |; 
iting factor in production "a 

According to arra: Men} 
made between the Ca 7 
WPTB administration and © i¢ ¢,. 
tario Paper Company, th; a 
the idle machines started 
ate Oct. 2. A second machine ; 
expected to go into productig 
during the last few week: of th 
year. The third will not recun, 
production until probably ; 
ond quarter of °45. 


Must Transfer Pulpwood 


Mr. Kellogg points out that , 
order to carry out even this lin, 
ited program of expanded opera, 
tions, a considerable pulpwoo¢ 
transfer, previously arranged {y 
accelerated operations in th 
fourth quarter, will be cancelleq 
Pulpwood cut originally for use a: 
Thorold had been transferred 
another mill. 

Now it will be used at Thorold 
but the over-all output will not 
be any greater for the time being 
At Thorold, as elsewhere, the aim 
of Canadian authorities is to oper. 
ate all machines so as to com. 
pletely exhaust the available woo 
supply by May, 1945. 

In summary, Mr. Kellogg says 
the industry as a whole will gain 
little or nothing during the las 
quarter of 1944 over the method of 
operation hitherto planned: that 
during the first quarter of 1945 
there will be a gain of a few thov- 
sand tons and that this gain wil! 
be increased towards the middl 
of the year. The fact is that Cana. 
dian mills are having the greates 
difficulty maintaining their fourt 
quarter commitment. This is due 
to the dry conditions of last sum- 
mer and spring which left a con- 
siderable amount of cut wood in 
the forest and runways. The addi- 
tional capacity makes it easier to 
| maneuver this wood supply during 
the fourth quarter, but does not 
increase the over-all supply of 
newsprint. 
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factor in the supply of sprint 
At one of this compan, lend 

idy 


Hirose Leaves McCall's 
for ‘Newsweek’ Post 


Arthur P. Hirose has resigned 
| as director of promotion and mar- 
| ket research for McCall Corpora- 
tion, to head 
promotion and 
research for 
Newsweek, New 
York. Mr. Hi- 
rose, who has 
held his McCall 
position for the 
past 10 years, 
was before that 
time manager 
of the sales 
promotion and 
market analysis . 
departments of Arthur P. Hiroe 
McGraw-Hill publications as we. 
as one of its editors. 

A specialist in marketing affair, 
Mr. Hirose is a member of te 
| promotion advisory committet 
the Magazine Advertising Bureau 
on the marketing commitice @ 
the CED, research coordinator © 
the War Advertising Counci., ane 
treasurer of the American Mal- 
keting Association. 


Y&R Promotes Ackerman 


Harry Ackerman, associa‘? 4 
rector of the radio departm« nt © 
Young & Rubicam, New Y: nas 
been appointed a vice-pres! tol 
the agency. He will be in irge 
of all radio productions for » /un 
& Rubicam accounts. 


~~ POST-W..R 
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, Read it regularly and in 
; to you must tell you 


adually being weaned away 
e€ other news weekly 

Pap. in favor of The United 
News." 


E. Penny, Gen. Sales Mgr. 
Instrument Company 


-| For those who want f 


Every successful sales campaign depends 
on an accurate appraisal of basic trends 
...ln every issue of The United States 
News future trends are explicitly ana- 
lyzed ... shoals and reefs are marked... 
currents are charted and channels are 
lighted with the light of authentic knowl- 
edge ..... Forecasts of trends print- 
edin The United States News have a 
batting average of 95% — helpful guides 


to sales-mariners .........8.eee8-. 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 
simple English—clear, crisp, concise. 


* 


Vice President w Chara 1d rit ng 
30 Rockefeller Plaza, New York 20, N.Y ins 


’S OF NATIONAL AFFAIRS—more than ever important in the 
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Appoints Duane Lyon 
Dandy Naval Tailors, Brooklyn, 
manufacturer of custom-tailored 
naval uniforms, has appointed S. 
Duane Lyon, Inc., New York, to 
handle advertising for the com- 
pany in both domestic and foreign 
newspapers and magazines. 


Adds FM Station 


Allis - Chalmers Company, Mil- 
waukee, sponsor of Boston Sym- 
phony Orchestra concerts on the 
Blue Network, has added WMFM, 
Milwaukee Journal’s FM station, 
to its schedule begun with the 
first broadcast, Oct. 7. 
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Britain Maps Plan 
to Coordinate Its 


Tourist Promotion 


London, Sept. 16.—Great Britain 
is determined to make a strong 
postwar bid for tourist traffic and 
a plan to coordinate advertising 
abroad for that purpose has 
already been evolved. 

The postwar program is de- 
scribed in a book entitled “Britain 
—Destination of Tourists?” by 
R. G. Pinneyl, who makes the 
point that not only are there 80,- 
000,000 people of British origin 
scattered throughout the world 
who should be regular or occa- 
sional “mothe:-land visitors,” but 
that the language also is spoken 
by hundreds of millions of others. 

One part of the plan is to attract 
these two classes of tourists by 
coordinated advertising guided and 
assisted by the Travel and Indus- 
trial Development Association of 
Great Britain and Ireland. In- 
dividual advertisers — railways, 
tourist agencies, boroughs, etc.— 
will be encouraged to advertise 


but their efforts, it is hoped, will 
conform to a set of standards in 
the way of format, typography and 
style laid down by this associa- 
tion. The association would con- 
tribute part of the expenses, as 
well as aid in the production and 
placing of the advertising. 


Foreign Language Ads 


Another part of the program 
covers advertising in foreign lan- 
guages. Here the association ex- 
pects to be of especial value to its 
members. It is believed that prop- 
érly coordinated individual efforts 
in this sphere can be more effec- 
tive than direct advertising by the 
government, as was carried out 
before the war by some foreign 
countries. 

A third objective is promotion 
within Britain itself, with a view 
to cultivating a more sympathetic 
attitude of mind toward tourists 
from overseas. 

Whatever is done will undoubt- 
edly be handled through the travel 
association, a non- trading, non- 
political body which is supported 
by the government, local authori- 
ties, railway and shipping com- 
panies and other important or- 


HAL ZAMBONI SAYS: “Wits tT F types, 


imagination assumes adequate form” 


aS ‘ 


HAL ZAMBONI 
ART DIRECTOR OF 


ADVERTISING, FORTUNE MAGAZINE 


“Good typography, like art, is a matter of organization and taste. I try 
to get away from routine effects by using newer combinations... changes 
of pace. ATF type faces are exceptionally helpful in this, as they are versa- 
tile. Lydian, for instance, has a hand-drawn ‘feel’ that lifts it above com- 
mercial types; yet it can be very functional, as the specimens above 
show. Lydian Italic used with Bookman relieves possible monotony... and 
the two faces fit well together. In the rate card, Grayda adds a sparkle 
to the Lydian that is unconventional, but consistent and restrained. A 


layout man can do remarkable things with ATF types.” 


200 Elmeta buen 


N 


4, 


AMERICAN TYPE FOUNDERS 


Chizabeth 6, New Jersey 


Cc 


N GRAY 


Have you a copy of the ATF Red 
Book of types? If not, send for one 
on your letterhead. Also, single 
page showings including com- 
plete alphabets of the following 
and other ATF faces. 


Bernhard Modern Bold 


Srash 


Bernhard Gothic Medium Cond. 


BOOK, AND SPARTAN MEC “ 


Advertising Age, October 9. }94, 


ganizations. The governm:»t now 
contributes a subsidy of $5 rt 
every $10 subscribed fr: other 
sources. A 1931 law gi ; 
authorities power to rai: fynq, 
for overseas promotion. , 


CANADA PROVINCES An 
BIGGER AD BUDGETS 

Windsor, Ont., Oct. 3.— ly 
higher advertising budget es, - 
tract the postwar tourist Can. 
ada were indicated here la — wee; 
at a conference of the ) ting 
Tourist Advisory Committe, — 

D. Leo Dolan, chief of the Cana. 
dian Travel Bureau, Ottawa, wi, 
led the discussion on advertisin; 
and promotion plans, said Parlia. 
ment will be asked for a minimyn 
appropriation of $750,000 for py. 
reau activities. 

Douglas R. Oliver, director o; 
the Ontario Tourist and Publicity 
Bureau, told delegates that his or- 
ganization intends to double its 
appropriation. It invested $409. 
000 in tourist promotion in the 
United States in 1941. 

Alberta hopes to spend at least 
$100,000 on advertising in the 
period immediately following the 
end of the war, according to R. A 
Godson, president, Metropolitan 
Printing Company, Edmonton. 
British Columbia, said E. G. Rowe. 
bottom, deputy minister of trade 
and industry, probably will double 
its appropriation. 

Other provincial leaders told the 
committee that Nova Scotia will 
boost its promotion considerably: 


| New Brunswick may double its ad 


budget; Manitoba will campaign 
to erase its designation as a 
“prairie” province; and Quebec, 
already a consistent advertiser, 
will employ all phases of tourist 
advertising, with special emphasis 
on winter sports. 


Lee-Stockman Adds Three 


New accounts signed by Lee- 
Stockman, Inc., New York, are 
Advance Pressure Castings, Brook- 
lyn, die castings; Sanitary-Dash, 
Long Island City, plumbers’ tubu- 
lar goods, and E. F. Timme & Son, 
New York, maker of pile fabrics. 


MILLION 
DOLLAR 
SWEEP- 
STAKE! 


@ But this is no game of cher 
It's New Bedford's “Take’’ in 
licious, fresh seafood. It's a 6 
lion dollar "sweep" made by fisher 
men in the second largest fish "9 
port along the Atlantic seaboo@ 
in volume of fish brought in «"¢ 
shipped FRESH. 

@ This, combined with the of 
tion of 30 fillet plants, cold sto 
plants, boat building, repairing 
outfitting, makes this a vital © 
industry of untold value to w 
Bedford's present and future | 
perity. 


IN ADDITION — 

NEW BEDFORD HAS 
ANNUAL INDUSTRIAL P? '- 
ROLL IN EXCESS OF Fl ' 
MILLION DOLLARS! 


That's the 


FOURTH MARKET 


| in Massachusetts 
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Planes still explode before our eyes. The roar of traffic sounds like our straining 
motors. The flashing subway lights are tracer bullets. Be patient. Be gentle. 
Be understanding. We are lost a little while. GIVE US A BREAK! 


There'll be a lot more of these men coming home, tagged “flying fatigue” — who 
above all need the quiet encouragement of wives and mothers, and a helping hand 
from Industry. All the Companion asks is that you, Mr. Businessman, as well as 
your wife, read “Give Us a Break!”—the moving appeal by a returned flier, in the 
October Companion. This is the 86th article since early 1943 in the Companion’s 
vigorous program to give modern women a vitally complete service magazine— 
one that services their minds as well as their hands. 
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THE COMPLETE WOMAN’S MAGAZINE 
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Blue Cross Advertising Plans > 


Discussion of national advertis- ;paper advertising this fall, and | 
ing plans for the Blue Cross non- | some New England hospital plans | 
profit organizations supplying hos- | are considering regional broad- | 
pital insurance for more than 15,-|casting as a means of getting | 
000,000 people, which featured|their full story before the public. | 
their convention in Cleveland last|It is entirely possible that these | 
week, as reported on another page ‘efforts will demonstrate the possi- 
of this issue, again emphasizes the | bilities of paid advertising so suc- | 
fact that public health is a live | cessfully that the national plan | 
subject and that it is appropriate |can be put into operation. 
for advertising. | The income of the Blue Cross | 

The Blue Cross plans, sponsored |plans is naw running at the rate | 
by the American Hospital Associ-|of about $75,000,000 a year, and | 
ation and supported by hospitals | since their experience has been | 
all over the country, have made an|good and reserves are accumulat- | 
amazing record in providing low- ing, many of the leaders of this | 
cost hospital care on a prepaid |important group feel that a na- 
basis. The success of their opera-|tional advertising expenditure of | 
tions is the best possible argument jone per cent of gross income, or | 
in favor of voluntary and coopera- | $750,000 a year, would not be out | 
tive methods of meeting publicjof line as a basis for promotion. | 
health problems as_ contrasted|Others take the view that free) 
with the compulsory system which | publicity is adequate for the pur- | 
the national administration is pro- | poses of informing the public and | 
moting through the Wagner-Mur- |stimulating enrollments. | 
ray-Dingell bill. It is a notable In this field, as -elsewhere, it | 
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—Lichty, Chicago Times, Inc. 
"And our postwar future | view with pleasure—thousands of miles of new 


roads our armies are building all over the world—and every mile bare of 
signs!" 


New Bed Sizes 

This item probably belongs in 
the Postwar Planning department, 
but we saw it first. The National | 


Retail Furniture Association | least that was his intention. But 


| St. by amplifiers. 
Johnny was offering his auto- 
graph to anyone who purchased a 


thinks that one of the things G.I. | Shortages being what they are,| 


| Nevins had nary a pack of Philip 
| Morris for sale, and Johnny had to 
|'do a quick switch to Marlboro. 


Love Charms Fail 

A new high in misleading ad- 
vertising hit New York’s special 
sessions court this summer when 


Joe is going to demand most vocif- 
erously when he comes marching 
home from the wars will be a bed 
that is long enough to sleep in. 

_ According to the association, | 
which has been keeping a watch- | 
ful eye on the sleeping require- 
ments of soldiers, there are more 


|package of Philip Morris, or at} 


example of the workings of the|has been demonstrated by experi- | 


free enterprise system in a field 
where government seems anxious 
to play the leading role. 

While the national advertising 
program which was proposed at 
the Cleveland meeting was not 
acted upon, interest in the idea 
was so great that it will be devel- 
oped on a local scale in several 
important areas. The Associated 
Hospital Service, of New York, 
plans to spend $30,000 for news- 


ence that only through paid adver- 


ously, emphatically and in the 
form best suited to promotional 
requirements. We _ believe’ that 
the Blue Cross will find that paid 
advertising is a necessary supple- 
ment to the publicity which has 
been supplied, and that the growth 
which they are destined to expe- 


than a million men in the armed it convicted Henry Marsh, owner 


|forces who measure six feet or | 
tising can a story be told continu- | 
|of Army brogans, but the civilian 


rience can be accelerated most | 


rapidly by this method. 


Trade Groups in Marketing 


Those who recall that the end of 
the first world war was followed 
by great activity among trade 
associations in advertising to in- 
dustry and the public, as a means 
of strengthening competitive posi- 
sions which had been affected by 
war conditions, will not be aston- 
ished if similar developments fol- 
low the end of the present war. 

Technological progress is al- 
ways hastened in wartime, and 
hence industries as a whole have 
in many cases an unusually inter- 
esting and dramatic story to tell 
Because new materials, machines 
and methods are developed on a 
huge scale as the result of war- 
time pressure for greater and 
faster production, many new ideas 
will be carried into peacetime 
manufacture. These will be trans- 
lated into improved products fo! 
general consumption, as well as 
new techniques for industry 


In cases where the competitive 


position of whole industries is 
threatened by wartime changes, 
it is often desirable and even 
necessary that the industry story 
be told anew. The competition of 
light metals with steel, plastics 
with metals and other materials, 
and numerous new applications 
for wood all mean that the basic 
advantages for one type of mate- 
rial as compared with other avail- 
able products must be restated in 
the most effective style. 

Recent inquiries among trade 
associations have indicated that 
most of them are doing more 
work in the fields of product and 
market research than ever before, 
and also that many of them are 
preparing to initiate or expand 
group advertising. Thus we may 
assume that many of the aspects 
of industry which 
were recorded following the last 


competition 


war may be repeated, probably on 
a larger scale, postwar. 


more from G.I. haircut to bottoms 


beds in which they will once again | 
have to sleep some day are still | 
built to accommodate the com-| 
parative American midget of pre- | 
war days. 

Statistics of the War Depart- | 
ment show, we’re told, that sol-| 
diers 20 to 24 years old average | 
taller than those 30 to 34 years old, | 
and that almost 10% of the teen- 


| agers hit six feet or better, all of 


which means that they find little 
comfort in the standard studio | 


: | 
|'couch or rollaway bed, which a 


six feet long. Nor do they fare 
much better on box springs with a | 
length of 6’ 4”, although they are 
presumably more comfortable in| 
headboard beds measuring 6’ 6” or | 
6’ 8”, and can really luxuriate in 
a head-and-foot-board bed of 7’ 3” 
in length. 

The retailers have proposed a 
joint conference between furniture 
and bedding manufacturing as- 
sociations for the purpose of solv- 
ing the problem. We'd like to 
suggest that they invite architects 
and builders to sit in, too. Some 
of the bedrooms we’ve seen were 
obviously not built to take over- 
size beds. 


Oh, Johnny! 

When Nevin Drug Company 
opened a new branch store at 13th 
and Market Sts. in Philadelphia 
this summer, one of the feature 
attractions was “Johnny” of Philip 
Morris fame. Johnny made his 
familiar “Call for Philip Morris” 
from the show window and it was 
relayed to the crowds on Market 


of Power Thought Publications, 
Talisman Supply Company and 
Amluck Products — and advised 
im to “wind up his business af- 
fairs at once.” Marsh said he had 
500,000 customers for “love 


|charms,” “jinx chasers” and 


"magic oils,” and claimed inno- 
cence of trying to mislead through 
the literature he distributed on 
the grounds that explanations (in 
very fine print) said the wonders 
effected by his products were 
“based on beliefs contained in old 
legends and books.” 

One of the 500,000 customers, 
who had the misfortune of paying 
Marsh $7 for a love charm called 
“Old Country Charm with Drag- 


on’s Blood,” testified she was as- 


sured of “uncrossing’” a _ person 


“crossed in love’ by dusting the | 


dragon’s blood, a substance used 
in photo-engraving, on _heart- 
shaped pieces of red flannel and 
piercing the flannel with pins. 


Jottings 
Add useless surveys: The post- 


card “study” Chicago Association | 
of Commerce is making, requiring | 


a yes or no answer to the ques- 
tion: “We are thinking actively 
about postwar plans for our busi- 
ness.” . 

The Laundry Board of Trade of 
Philadelphia has hitched its public 
relations wagon to those of the 
railroads and the telephone com- 
panies, with package inserts tell- 
ing customers “The railroad—the 
telephone — and the laundry — all 
sailing the same stormy sea of 
wartime conditions” and asking 
forbearance in connection with 
“small inconveniences.” 


The following documents p, 


be secured without charve fy, 
companies sponsoring them, 
through ADVERTISING AG: by am 
national advertiser or ad\ ertig;, 
agency executive writing on jp, 
business letterhead. 


No. 2406. Starch Studies Reade. 
ship of Subway Cards. 

| New York Subways Advertisiy 
Company has issued this brochure 
which reports the findings of , 
survey made by Daniel Starch ; 
|Staff on the readership of ¢a 
'cards of 24 representative adver. 
|tisers. The report shows (1) { 
|what extent people recalled ad. 
| vertising of the products and i; 
'which media they recalled it, an¢ 
| (2) readership of the cards and 
| the correlated use of the product 
|by readers and non-readers 5 
|these advertisements. 


|No. 2407. The Palletized Load, 


| The story of a war-born de. 
velopment in simplified packaging 
\is told in this booklet issued } 
|Robert Gair Company. The book- 
|let has been cleared through thd 
| Navy, which developed the use o! 
|pallets into a time, labor an¥ 
| space-saving method of handlin: 
|its huge volume of supplies. Th 
|booklet is illustrated with Nay 
| photographs. 


No. 2305. 
Stations. 


In this brochure, Columbi: 
Broadcasting System analyzes it: 
1943 program promotion campaign 
| which was launched last Septem 
| ber and broke simultaneously ir 
128 CBS “station cities” through 
|}out the country. The report lists 
'the material sent to the stations— 
radio announcements, newspape! 
ads, posters, etce.—for use in thei 
own markets, and follows up with 
a record of the stations’ use of the 
material. 


No. 2313. How to Set Up a Plai 
for Your Compary’s Postwit 
Markets. 


This booklet has been issued by 
McGraw-Hill Publishing Compan) 
as a guide for manufacturers i 
planning their postwar program 
The material includes several av: 
thoritative methods of charting 
market potentials, with sources 0 
information, and a check list 0! 
suggested subjects for a questi0l- 
naire through which custome’ 
and prospects may contribute | 
the planning program. Workshee' 
and tables offer helps on selling 
plans, budgets, etc. 


No. 2325. 1944 Consumer Analysss 
of the Greater Milwaukee 
Market. 

This 102-page study compile 
by the Milwaukee Journa! is © 
second wartime edition ani “ 
21st comparative report, and 
cludes a wealth of mater al ™ 
|wartime habits, buying efer- 
‘ences, ownership and dea dis- 
| tribution. 


a 
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Report by 128 CB 


| No. 2345. There’s a Woma: Wa" 
ing for You. 

Woman’s Home Compa) Bes 
minds advertisers in this Kue 
that the woman’s market i via 
factor in postwar pr 
| which must be sold and k¢ 


No. 2317. Looking Ahead 
chandising Electro 
Radio. 


The whole range of rad 

ucts is covered in this _ 
booklet issued by Radio ~™* 
which gives an over-all pi: “ 
the status of production ‘ 
time lag required for the ner 
over to postwar civilian pr t 
and selling. 
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alee N matter what’s needed in song § way—even in ways which enable singers 
= _ or symphony, it’s on tap at NBC and conductors to find a song or score 
ompari d d ee eee after they have forgotten the title. 
irers u —rea and avaliable for imme- . ; . 
arent : ‘ ‘ This stockpile of melody, which NBC 
Pral aus 
charting diate playing. has been accumulating for nearly 15 
urces Of 
“list of ears, is growing daily, as fast as new 
uestiat For NBC ownsand operatesthe °°" ® Btowille “anys 
istomer ld’s 1 d fj k tunes roll off printing presses, almost as 
bu J - + 
rkshed world's largest and finest wor fast as composers can write them. 
ia ing musical library—made up of a a ee 
J ra. ‘ This is another illustration of the 
Analyst well over half a million titles rep- rege 
lwauk 5 : _ manner in which NBC does a thorough 
ompiid resenting every musical era from job in every field of radio . . . of how 
a a jungle rhythm and folk chants to = NBC goes the limit to help build better 
ind g 
ia the popular tunes to be released broadcasting. The grand total of many 
_ ; things ... large and small... done well 
! next week. trig ie ate 
helps give NBC its leadership, helps as- 
nn Wait They’re all here—indexed, cross-in- sure NBC’s position as “The Network 
te lexed, catalogued in every conceivable — Most People Listen to Most.” 
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Form Northern N. J. 
Marketers’ Chapter 


A northern New Jersey chapter 
of the American Marketing Asso- 
ciation has been formed at New- 
ark, with Franklin Fader, National 
Oil Products Company, Harrison, 
as president. Other officers are R. 
Deane Freeman, Rubberset Com- 
pany, vice-president; Dr. M. R. 
Neifeld, Beneficial Management 
Corporation, treasurer, and Elsa 


Zumpe, 


National Oil Products, 
treasurer. . 


Joins Western Agency 

Keith Evans, a member of the 
display advertising staff of the Los 
Angeles Examiner, has resigned to 
join Western Advertising Agency, 
Los Angeles, as an account execu- 
tive. M. W. Draper, of the Exam- 
iner’s classified department, will 
succeed Mr. Evans. 
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Newspapers fo Act 
on Double Budget 


for Ad Bureau 


Roy D. Moore Elected 
Chairman, Replacing 
Frank E. Tripp 


New York, Oct. 5.—All daily 
newspapers in the United States 
and Canada will receive soon a 
proposal for enlargement of the 
program of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, providing for 
an annual budget of $1,000,000 for 
sales, promotion and _ research. 
This would be two and one-half 
times the bureau’s current annual 
budget of $400,000. 

The committee in charge of the 
bureau, meeting last weekend at 
Hot Springs, Va., approved this 
proposal, which followed a year 


of study by a special committee 
headed by Richard W. Slocum, 
general manager of the Philadel- 
phia Bulletin. The action followed 
a meeting of the directors of 
ANPA at New York last week, 
who are reported to have author- 
ized submission of the expansion 
plan to daily newspapers gener- 
ally. 

Roy D. Moore, of the Brush- 
Moore Newspapers, was elected 
chairman of the 
bureau, suc- 
ceeding Frank 
E. Tripp, Gan- 
nett Newspa- 
pers, who re- 
signed after 
holding this 
post since 1931. 
William GG. 
Chandler, 
Scripps - How- 
ard Newspa- 
pers, remains 
vice - chairman. 
Mr. Moore has been a member of 
the bureau committee for 13 years. 

The expansion program, which 
would be effective next January, 
would strengthen newspapers’ 
competitive position against other 
media for the postwar period. Em- 


Rov D. Moore 


tised products. 


These few instances, taken from 17,000 
replies to a mailed questionnaire, point out 
how people use their Classified telephone 
directories to find dealers in nationally adver- 


“I use the Classified to find nationally ad- 


vertised articles.” 


“The Classified enabled us to locate a manu- 
facturer of radio parts badly needed.” 


“I found a special health-shoe dealer 
through the Classified.” 


“To get a service man to repair my refrig- 
erator promptly, I referred to the Classified.” 


“I found a service man for my oil burner 
one night at twelve, thanks to the Classified.” 


“Through the Clas- 
sified, | located a con- 
tractor who handled 
a certain kind of 
asbestos shingle.” 


“Through the Clas- 
sified, 1 duplicated 
an auto battery which 
failed, at a store in 
my neighborhood.” 


@. Do PEOPLE USE THE CLASSIFIED? 


A. SURVEYS DEFINITELY PROVE THEY DO! 


CLASSIFIED TELEPHONE DIRECTORY 

(+8860 YOUR BRAND NAME 
(-8860 
3069-5 

3958 romotional 
12981 AJ service or product. 
0-4618 
0-025 “WHERE TO GET SERVICE” 
Her Your Local Dealer His Address .........-- Tel. No. 
4-7285 Your Local Dealer Wie Abe aver: % * 
5-2901 OUR DEALER His Address ... .. Tel. No. 
46-1663 Your Local Dealer His Address . ....... ..Tel. No. 

LOCAL R His Addres Tel. No. 

n-0474 Your Local Dealer His Address : . Tel. No. 
@-0642 Your Local Dealer His Address Tel. No. 
#-9284 Your Local Dealer His Address ESA = _ 
w-6339 Your Local Dealer His ay ane te Ne. 


Similar surveys throughout the country re- 
flect the value of the Classified in helping 
people find the “what-who-where” informa- 
tion they need in buying or getting service. 


Why your Trade Mark should 
be in the Classified... 


—so that people who have 
can quickly and easily find 


authorized service, and prospects who are 
interested can go direct to your dealers to 
buy your product if available. 


Information about this Trade Mark Service 


may be found in Standard 


General Magazine section, under 


“Telephone Directories.” Or 
the Business Office of your 
phone company. 


your product 
where to get 


Rate & Data, 


call 
tele- 
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phasis, it is said, would | Placed 
largely on increased pers: sales 


work among both nati: 
local advertisers. 


Plan New Dues Ba 


In addition to expan 
number of newspaper me: 
the bureau, which no 
about 600, the committee 
ing approval especially « 
newspapers, which would 
ute most heavily to the f 

The new dues basis j 
1942 national advertising :. 
For some years members 
paid $2 for each 1 cent . 
mum national advertisin» 
Several years ago, howeve: 
one-third of the members) 
came “underwriters” of a 


and 


& the 
eTS of 
totals 
Seek. 
large, 
ntrib. 
19 

1% of 
venue 
have 


{ mini. 


rate 


; about 


ip be. 
nN ex. 


panded program, by voluntari}; 
increasing their dues from two 


five times. 


Members of the special commit. 


tee, in addition to Mr. Slocu 
Norman Chandler, Los 
Times; 


m, are 


Angele 
Edwin S. Friendly, 


Neu 


York Sun; J. D. Gortatowsky, gep. 
eral manager, Hearst Newspapers 


Herbert W. Moloney, Paul 
& Associates, 


representing 


Block 
the 


Newspaper Advertising Represen- 
tatives Association, and William 
Wallace, Toronto Star, represent- 
ing Newspaper Advertising Execy- 


tives Association. 


‘Carry Xmas Packages,’ 


NRDGA Posters Ask 


The sales promotion division of 


the National Retail Dry 


Goods 


Association has launched a nation- 
wide poster campaign in depart- 


ment stores to induce Chr 


shoppers to carry their own 
ages 
packages. The drive has bee 


istmas 
pack 


and to accept unwrappei 


n pre. 


pared to help the acute retail de. 
livery problem and ease the criti- 


cal paper shortage this fall. 


Heads Ford at St. Louis 


James P. Roberts, for the past 
four years assistant manager of 


the Chicago branch of Ford 
Company, has_ been 


Motor 


appointed 


manager of the St. Louis branch. 


] 


Magazine played suc 


Canadians as it does | 
day. It provides the ki: 
of sound, fearless repo: 
ing of Dominion 4 
world-wide affairs th 
thinking Canadians wa 
It keeps its readers aw. 
of the responsibilities | 
lie in the future — 
necessity of facing 
cool-headed judgment 
problems of a post-v 
world. It is fulfilling 
trust that has been pla 
in it as Canada’s no 


influential publication 


CANADA'S 
NATIONAL 
MAGAZINE 


EVER has Maclean's 


1 


a vital part in the lives 0! 
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* . When Horace Greeley abandoned his “literary” newspapers and unleashed his native mL ae we : 
, ‘common touch" to start a people’s newspaper, he soon reaped the reward of growth, ZZ ering. % Ye “hy 
‘i acclaim, and influence. His Tribune not only captured New York, but became a 
in nation’s newspaper. 
: Like Greeley’s earlier “literary” newspapers, magazine-America up to 25 years ago 
, either looked or wrote over the heads of the millions of America’s Wage Earners. Then 
' True Story came on the scene—and new millions who never read a magazine before 
; ste) ped up to the newsstands. Here was the “common touch"—the sincerity and realism 
Mat was to foster a whole new field of publications—a technique that influenced nearly 

| eneral magazines, as well as radio, the movies, and advertising itself. 

ut none has ever challenged True Story’s leadership in its field, nor found the 
. t ique to equal the acceptance, loyalty and influence True Story enjoys among 

ica’s Wage-Earner millions. Its friendly path into these homes has become the 
, I llier, its acceptance has become a power to smooth and shorten the way for 


tisers seeking the confidence of today’s and tomorrow’s most important audience. 


SOME OF THE FEATURES IN OCTOBER TRUE STORY THAT 
BRING TODAY’S PROBLEMS HOME TO WAGE-EARNER AMERICA! 
Should young motl " 


aig fC 
FOF \5 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE foal . | | ee g: 
ete on oark when euidies father = childrer Page 81 ; : a 
turn to civilian life ? Page 8 How home sewing tae ae tay 


TH COMMON MAN, WELL INFORMED, IS THE GREATEST ; ‘hand in the morale probe 0 ine Paes 
FORCE TOWARD BUILDING THE AMERICA WE WANT. Pe: a IE eo pga aogeen 
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Urges Improved 
Standards for 
Postwar Video 


New York, Oct. 4.—The televi- 
sion industry should decide now 
to take full advantage of scientific 
discoveries in its postwar develop- 
ment, rather than freeze opera- 
tions on present standards, Arthur 
H. Motley, publisher of American 
Magazine, said here this week. 


Television in color is coming 
soon, Mr. Motley declared, and 
political and economic considera- 
tions which have held it up will 


in the way. He added: “Once 
the television industry accepts the 
fact that the economic considera- 
tions involved in obsoleting pres- 
ent-day television transmitting 
equipment and the few sets now 
in the hands of the public are 
nothing compared to the kind of 
interest possible with hundreds of 


| thousands of potential set owners, 


no longer be permitted to stand | 


markets in the Middle West. 


Fer Best Results Advertise in— | 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


Coacentrats your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negre 


CHICAGO—THE CHICAGO DEFENDER 

DETROIT—THE MICHIGAN CHRONICLE 

LOUISVILLE—THE LOUISVILLE DEFENDER 
Sold separately or in combination 


Write for -infermation: | 
GEORGE T. HOPEWELL, Exclusive Representatives 
NEW YORK OFFICE: 10! Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 


.Il am convinced that there will be 
|a willingness to forget the past 
rather than see these considera- 
tions interfere with the rapid 
growth and ultimate refinement of 
television.” 


Will Aid Publishers 


Television in color will help 
rather than hurt the magazine 
business, Mr. Motley predicted, 
recalling how movies and then 
radio worried the “peddlers of the 
printed word.” From 1922 through 
1942, the period of radio’s greatest 
growth, 30 leading national maga- 
zines tripled their total circula- 
tions, he said. 

“Television, likewise, will boost 
magazine circulations,” he con- 
tinued. “The printed word and 
the printed picture are funda- 
mental. . Anything that raises 
the level of literacy or increases 
the area of public knowledge helps 
publishers.” 

The American Magazine, first 
magazine televised for a complete 
television program over Station 
WRGB, Schenectady, N. Y., last 
April, will continue to cooperate 
with television pioneers in their 
— experiments, Mr. Motley 
said. 


Hooper, Meizger, 
Eddy Named by 
Video Council 


Chicago, Oct. 
Hooper, regional manager of ad- 
vertising and promotion for the 
RCA Victor division of Radio Cor- 
poration of America, has been 
elected president of the newly 
= National Television Coun- 
cil. 

Regular sessions for those in- 
terested in the various phases of 
television and its development, 
will be held in the permanent 
headquarters of NTC in the La 
Salle Hotel. With requests for 
talks on television increasing, the 
council will serve as a clearing 
house for speakers on the subject. 

Other members of the NTC in- 
clude Comdr. William Eddy, on ac- 
tive duty with the Navy in Chi- 
cago, named vice-president of the 
organization; R. W. Metzger, vice- 
president, Ruthrauff & Ryan, Chi- 
cago, secretary - treasurer of the 
group; Don McNeill, star of the 
Blue Network’s “Breakfast Club,” 
and Burr Tillstrom, television pup- 


New York. 


Russian people . 


simple, others timelessly sophisticated. But 


| “WHICH IS WHICH? WHO CAN SAY— 
_ THERE IS NO DIFFERENCE IN THEIR BRAY” 


‘ summer one of our minor but 
more pleasant chores was the production 
of a portfolio of posters for Russian War 


Relief. Some of the posters are childishly 


all assert anew that good art is adequate 
advertisement without text . . . will prove 
stimulating and suggestive to anybody who 
works with advertising. 

These posters evoked so much interest 
in our shop, among artists, art directors 
and advertisers that we feel privileged to 
call your attention to this portfolio, issues of 
which are still available at, and worth all 
of $1.75. Order directly from Russian War 
Relief, 11 East 35th Street, New York 16, 


The posters will not only augment both 
your understanding and appreciation of the 
. . but may do ditto for 
Einson-Freeman as lithographers of large 
abilities and liberal scope, expert in turning 


graphic art into effective display media. 


EINSON-FREEMAN CO., inc. 


* Occasionally Arty Lithographers 


STARR & BORDEN AVENUES,LONG ISLAND CITY,NEW YORK 


3.—Richard H.} 
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peteer, representing, th: acto; 
viewpoint; Charles Lyo: NBC 
representing the announc::’s ;,) 
in television; and F. K. Starpj,3 
tire company official, br ing 
the advertiser’s point of view ~ 


‘Plan A Purchase’ 
Wins Ad Mors. Award 


A bank campaign, subm iteg }, 
the News-Press & Gazttc ¢ 
Joseph, Mo., built around 4, 
slogan “Plan a Purchase,” receive 
the trophy for the best ne VSPape: 


west Advertising Managers Ag«, 
ciation in Kansas City, Sept, ) 
and 18. 

The campaign was entered 4, 
the Tootle-Lacy National Bank , 
St. Joseph, which offers a speci, 
savings account for the purchay 
of specific postwar items. (Cop 
points out that it is sensible ang 
patriotic to plan postwar buying 
and St. Joseph’s retail merchant 
have cooperated by offering ; 
priority purchase plan for custom. 
ers who register with them fo 
postwar wants. The plan is simj- 
lar to the one originated by the 
Franklin Square National Bans 
Long Island, N. Y. 


MacLean to Open 
Chicago Office 


Hugh C. MacLean Publication; 
Toronto, will shortly open a Chi- 
cago office to handle advertising 
emanating from United States 
sources. Thomas W. Jacklin, vice- 
president of MacLean’s, and wit! 
that organization for more than 2 
years, has been appointed directo: 
of U. S. advertising for the com. 
pany’s group of nine trade publi. 
cations. 


Absorbs Precision Co. 


Ergolyte Mfg. Company, Phila- 


delphia, manufacturer of A. C. arc 
welders, has purchased the equip- 


ment and inventory of Precision 
: Chicago, 
which also manufactures welding 


Engineering Company, 


machines and equipment. 


eee eee eee ee tee eee 


FIRST AND 
THEN SOME 


O say that The 

Herald-Traveler 
is first in Boston is 
a shining example 
of inadequacy. 


9 The ascendancy of 
The Herald-Travel- 
er over its competi- 
tors is the difference 
between a nose and 
a landslide. 


49 It is so far ahead 
of every other news 
paper in Bosto: 
that it has for tev: 
years stood hig! 
among the leadin; 
newspapers of th 
United States. 


Always First in Bost: 
Often First in Ameri: 4 


HERALD-TR 


Boston, Massachusetts 
—~ 
George A. McDevitt C 


National Representatives 
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\ woman’s reading taste is as different from a 
ian’s as her temperament and role in life. In 
‘ction, women prefer stories and movies about 
(he emotional lives of people. which can be 
interpreted in terms of their own lives and 
longings. Unlike women, men prefer stories of 
‘venture, crime and sports. Since women buy 
Sy of all consumer merchandise — and the 

vies are merchandise — it is not surprising 

| great “box-ofhice” successes are most often 


lantic stories. 
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If an economy of plenty is to be maintained, 
American business must tell its story to women 
in their language and in terms of their inter- 
ests. And the pages of McCall's provide the 
most direct route into the minds of its readers 
—one woman out of every five —because: 


wu hor 


THREE 


1. MeCall’s. three magazines in one, is edited 
directly to the three primary interests of the 
American Woman — Her Heart. Her Home. 


Herself. 


2 WMeCall’s “contact” editing takes MeCall’s 
investigators into America’s homes... keeps 
McCall's editors abreast of women’s interests 

. enables MeCall’s to get ideas off the page. 


into the reader's mind. 
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NRDGA Groups to Meet 


The merchandising division and 
the ready-to-wear group of the 
National Retail Dry Goods Asso- 


ciation will hold a two-day confer- | 


ence Oct. 31 and Nov. 1 at the 
Hotel Pennsylvania, New York, to 
discuss factors of postwar 
chandising. 


mer- | 
| equipment. 


‘Manages Conco Sales 
Walter Sormane, recently re- 
signed as sales manager of 
| Schwitzer-Cummins Company, In- 
dianapolis, has been appointed 
general sales manager of Conco 
Engineering Works, Mendota, II1., 
manufacturer of automatic heating 


BAN GOR MAINE === 


A “PREFERRED” CITY-OF-THE-MONTH 
Consistently Rated in Sales Managements 
Monthly Reports on America’s Best Markets 


THE BANGOR 


MAINE’S Largest Daily Circulation 


DaILy NEws 


REPRESENTED BY SMALL, BREWER and KENT, INC. 


Agency Promotes 
Postwar Foreign 
Travel, Commerce 


Wright Jr., vice-president of Ham- 
ilton M. Wright, public relations, 


are under way between the Wright 
organization and several foreign 
governments, including France, 
Egypt, Cuba and others, for United 
States advertising and promotion 
of postwar foreign tourist attrac- 
tions and commercial opportuni- 
ties. 

Before the war, Wright had ex- 
tensive dealings in the travel field 
with governments abroad, promot- 
ing travel here and at the same 
time maintaining agencies in 
Rome, Cairo and other capitals. 
Notable was Wright’s handling of 
Egyptian public relations over a 
| period of 11 years, during which 
|time Egypt’s appropriations for 


New York, Oct. 4.—Hamilton M. | 


announced today that negotiations | 


United States advertising increased , 


steadily. 


Negotiations with Egypt have| 


been reopened, Mr. Wright said. 


Plans are being studied for estab- | 


lishment of a postwar Egyptian 
tourist bureau in this country. 


Confers with French 


The Wright organization is also 
conferring with representatives of 
the French government in this 
country concerning publicizing re- 
construction of devastated areas 


and reestablishment of Paris as | general of 


the style center of the world. Pres- 
ent plans call for a step-by-step 
presentation through periodicals, 
motion pictures, newspapers and 
other media of the restoration of 
France to its prewar position in 
the European scene. 

Discussions are under way also 
with Dr. Ramon Grau San Martin, 
new president of Cuba, of plans 
for a more aggressive effort on the 
part of Cuba to “sell” not only 
tourist attractions but industrial 
opportunities, particularly sugar 
for alcoholic uses. 

Hamilton Wright represents 
Canada in publicizing both her 
present war activities and postwar 
plans. Official motion pictures of 


SALVAGED 


PAPER 


PACKS A MIGHTY PUNCH 


Shell cases of used paper delivered 
to Allied field guns the devastating 


charges that blasted the Nazis out 


of Tunis, Cassino and Cherbourg. A 


ton of paper makes 1,000 shell 


cases 


. . the guns before Cherbourg 


fired over 1,000 shells a minute for 
80 hours. (4,800,000 shells .. . a 
4,800 ton shipload of paper). 


— 


OLD, UNUSED ADVERTISING MATERIAL TO ‘% 


SHOVE THE NAZIS BACK TO THE BRINK OF DOOM 


The shortage of waste paper is now more critical than at any time since the war began! 


Over 2,800 different items made from converted waste-paper for army or navy use, 


including millions upon millions of containers, require hundreds of thousands of tons of 


used paper every month. Old catalogs, folders, calendars, bulletins, displays, mailing 


pieces and other advertising material hidden away in stockrooms and warehouses can 


make up a large part of the shortage. 


YOURS NOW! 


CHICAGO * D 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 


ETROIT * 


JERSEY\CITY 


Let’s enlist them for the duration and put them 
on the firing line in the fight for freedom! EVERY POUND COUNTS . . . SALVAGE 


A 


Advertising Age, Octobe; 


the Alaskan Highway we 
|by the Wright organiza: 
distributed by them to 
| companies in this country 

Other foreign governm« 
which Wright is confe: : 
postwar plans include It Ru. 
mania, Czechoslovak th. 
Netherlands, Mexico a: Ney 
Zealand. 

Australia, meanwhile, 
| nounced plans for expan: op 
publicity activities in the J 
| States. Edmund Bonney, ty 
information Can. 
| berra, said recently that n 
information bureaus simila: to th. 
Australian bureau in New Yor 
are to be set up elsewhere in th, 
United States and in Canada, Jp. 
dia and New Zealand. 

It was expected that the ney 
information centers in the Unite; 
States would be set up in (Chi. 
cago and San Francisco and woy| 
form part of consulates to ly 
established by Australia in those 
cities. 


VS an¢ 


Superba Doubles Budget 
Superba Cravats, Rochester 
N. Y., is planning a national ad. 


vertising campaign for 1945 which 
calls for an appropriation nearly 
twice that of any previous year 
A theme described as “entirely 
new in the tie field” will coordj- 
nate advertising, merchandising 
and promotion. Color will be use; 
in leading consumer magazine: 
Geyer, Cornell & Newell, Ney 
York, is the agency. 


Kurlash to Buchanan 

Kurlash Company, Rochester, 
maker of eye beauty appliances 
and cosmetics, has named Bv- 
chanan & Co., New York, to handle 
advertising. 


Kuris Appoints Agency 
Creations by Kuris, New York 
manufacturing jeweler, has ap- 
pointed Brown & Gravenson, Inc., 
New York, to direct its advertis- 
ing. Direct mail and_ busines: 
publications are scheduled. Fred- 
eric Gravenson is account execu- 
tive. 


2,183,640 
PEOPLE 


who spent $782,000 
000 in 
lishments in 1943 |i 
in the Tulsa Mark 


area and the bor 


retail esta 


counties of Oklahor 


Kansas, Missouri a? | 


Arkansas, within 
KVOO half milliv 
area. 


KVOO is the o 
medium complet 


blanketing this No 
Oklahoma Market. 


WARD PETRY £ 
_ Incorporated 
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ed Bu. (1) The SUPER SERVICE STATION Magazine, (5) Territorial distribution of circulation is as tion is no “war baby’, since manufacturers have 
) handle founded in 1929, in recognition of the need of a follows: recognized its value since its foundation in 1929. 
business publication in the gas station field, is a Net controlled, as of June, 1944— 56,676 Ma concerns neve pa nea eb in $. $. ae a age more 
og | trade paper published monthly for owners and New England...... 3,902 West South Central..4,833 14 ence saa presses 2 S.S.S. ed ppt vor 
wo ork managers of independent super service stations Middle Atlantic....10,746 Mountain States..... 2,599 9 concerns have advertised in S.S.S.for 3 years 
as ap- he ‘ . South Atlantic..... 4,268 Pacific States........ 4,347 16¢ h d isedinS.S.S.f 4 
m, Inc. and individuals in the marketing branch of the Sass Wests Geateel.12.996 Canbiis..........«.. 57 5 concerns have advertised in S.S.S.for 2 years 
oat : ‘ ans ‘papeecr tetas 18 concerns have advertised in S.S.S.for 1 year 
dvertis- petroleum industry responsible for station oper- East South Central. 2,277 Miscellaneous 
Wied ation, management, and TBA merchandising ac- West No. Central... 10,116 and Foreign...... 35 (15) Due to the paper shortage and other govern- 
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execu- 


tivities. Itis accredited by them to be the outstand- _ 


ing authority in this field. 


(2) It is standard 7”x 10” print page size, and 
has 56,676 controlled circulation. 


(3) Readers of SUPER SERVICE STATION 
Magazine are today’s dominant force in automo- 
tive retailing and servicing. These men do the 
largest percentage of the 5 billion dollar annual 
volume of gasoline stations. 


These stations not only dispense gas and oil, 
but are also leading outlets for the sale of tires, 
batteries, accessories and supplies. They handle 
brake service, lubrication, car washing, motor 
tune-up, wheel balancing, front end jobs, body 
work and many other services required by owners 
of more than 25 million cars and trucks. 


The SUPER SERVICE STATION is edited to 
cover all of these specialized activities, and to 
present each month practical, constructive ideas 
on service station operation and management, and 
sales, service, and merchandising practices. It is 
edited exclusively for these merchants, who are 
specialists in the services they render. That’s why 
its editorial leadership and helpfulness are so gen- 
erally recognized. 


(4) Trade distribution of copies is as follows: in- 
dependently owned stations of the one-stop or 
super-service type, 43,470; independent oil job- 
bers and distributors equipped with bulk storage 
locilities operating drive-in service station, 9,538; 
Chief executives, purchasing agents, engineers in 
Ciarge of construction and equipment, general 
d district supervisors and managers buying for 
rketing or retail divisions of major and large 
lependent oil companies, 2,227; manufacturers 
| manufacturers’ salesmen, 881. 


THE 


(6) As a member of Controlled Circulation Audit, 
Inc., and of National Business Papers Association, 
the total controlled circulation (56,676 copies 6 
mos. av. June ’44) is subject to regular outside 
audit of recognized standing. 


(7) Advertising rates are $445.00 per page ona 
one time basis; $410.00 on a six time basis; and 
$375.00 on a twelve time basis... Minimum space 
is 1/12th page. Agency commission is 15%; cash 
discount 2% 10 days from invoice date. 


(8) If red is specified in addition to black ink, the 
rate for red on inside pages, per page, is $60.00 
extra... Other colors, per page, extra $90.00. 


(9) Published monthly; issued 1st of publication 

month. Last forms close 15th of preceding month. 

First forms close 5th of preceding month, and if 

= are desired for okay, copy must be received 
y that date. 


(10) SUPER SERVICE STATION Magazine is 
published by The Irving-Cloud Publishing Co., 
435 N. Michigan Ave., Chicago 11, Ill. Also pub- 
lishers of JOBBER TOPICS, the number one book 
for automotive jobbers. 


(11) Kenneth Cloud is editorial director .. . 

Roger B. Stafford is editor... M. B. Mayne is asso- 

ciate editor... McKay Kneisly is general manager 
. and Roy Brown is advertising director. 


(12) During the 12 month period ending with 
July, 1944, this magazine carried a total of 84234 
pages of advertising—an average of 70+ pages 
per issue . . . No other publication in the field 
came close to this record of accepted leadership 
in advertising. 

(13) The advertising index of SUPER SERVICE 
STATION Magazine is the largest in number of 
names in its field, and reads like the Blue Book of 
automotive after-market advertisers. 


(14) During the past year a total of 156 adver- 
tisers used space in SUPER SERVICE STATION 
Magazine... The records disclose that this publica- 


For further details, write today to... 


IRVING-CLOUD PUBLISHING COMPANY 


ment restrictions, it has not been possible to ac- 
cept all advertising space contracts offered during 
this war period. Every consideration is given 
regular advertisers, and provision is made to take 
care of the requirements of new advertisers to the 
best of our ability under prevailing conditions. 


(16) Recognized automotive authorities predict 
that in the next five or six years a minimum of 
50,000,000 motor vehicles will be in operation 
in the United States. The market among super 
service station operators—who are predominantly 
SUPER SERVICE STATION READERS—will 
show a proportionate increase. In your postwar 
plans be sure to include SUPER SERVICE 
STATION Magazine. 


ort 
There® prettt * ba 


435 North Michigan Ave., Chicago 11...420 Lexington Ave., New York City 17...Leader Building, Cleveland 14 
Also publishers of JOBBER TOPICS, the Number One book for automotive jobbers. 
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Latest Hooper 
shows an all day 
gain of 13.3 per 
cent since the 
previous one.... 
Again WSGN 
has more morn- 
ing listeners than 
all its competi- 


tors; it covers 
more territory; 
offers the best 
salable time; so 
it is Alabama’s 
Best BUY Far. 


Call Headley Reed 


Boston Merchants 
Stir City with 
Personalized Ads 


Boston, Oct. 3.—This city is still 
chuckling over an _ advertising 
stunt that runs the gamut from 
O to Z—the parties being Neal 
O’Hara, columnist for the Boston 
Traveler, and Zareh, astute State 
Street merchant of men’s wear. 

For years, O’Hara has been 
widely read for his “Take It From 
Me” column, a daily compilation 
of facts and fun. Recently Wil- 
liam McLeod, sales manager of 
Filene’s department store, had 
O’Hara write a column on the 
background of Filene’s, and as an 
advertisement it was placed in 
every paper in which the store 
advertises. The occasion was the 
beginning of Filene’s 36th year of 
successful merchandising in its 
bargain basement. O’Hara was 
nostalgically praiseful of the in- 
Le stitution, its philanthropy and his- 
oe toric bargains. 

In a “column” a week later, in- 
serted in every paper in which the 
O’Hara column appeared, Zareh 


took exception. In an open letter 
addressed to Neal O’Hara, signed 
“Zareh, the Thief of State Street,” 
he said in part: 

“Nealsy, I’d like to ask you a 
question: check me if I’m warm. 
What’s gonna be if other column- 
ists follow your example and start 
writing advertising copy? As it 
is, you boys tell us what to read 
and what to see, what to think 
and how to vote. Our President 
can’t make a speech without Peg- 
ler’s consent and Eisenhower 
never makes a move without Han- 
son Baldwin’s approval. What do 
you want to do now, pal, tell us 
where to spend our money? And, 
if you must direct us, must it be 
to a basement? Are we Maquis 
or are we moles or are you just 
a bug on indirect lighting? 

“And your facts, Neal, who are 
you kidding? You know Filene’s 
basement wasn’t built to attract 
new customers; it was dug to bury 
old ones stiff from the shock of 
their upstairs prices. And what 
was the point about telling us that 
one of their vice-presidents once 
waited on a customer? What’s so 
terrific about that? I’m president 
of my outfit and wait on dozens 
of customers every day, but do 


NATIONAL ASSocrATION OF HOME BUILDERS 


NEWS, EVENTS AND ACTIVITIES 


to appear Monthly in 


AMERICAN BUILDER 


SPECIAL NAHB SECTION, “BUILDERS’ NEWS REVIEW”, 
WILL BE BOUND INTO EACH ISSUE, STARTING OCTOBER 


THE NATIONAL ASSOCIATION OF HOME BUILDERS has selected 


American Builder as the logical means of reporting news of its ac- 


tivities to the professional Builders of America who have a natural 


interest in the Association's program. 


A SPECIAL AMERIGAN BUILDER EDITOR will work in Washington, 
cooperating with NAHB's Executive VP, Frank W. Cortright, in 


preparing ‘Builders’ News Review’. Through this cooperation with 


NAHB, American Builder's broad coverage of news and events in 


the home building field will be greatly expanded. 


NEW VOICE HEARD IN BUILDING INDUSTRY 


In the space of two years, the National Association of Home Builders 


has grown from a membership of less than five hundred into a 


vigorous national organization of more than five thousand. Its Wash. 


ington headquarters has fought continuously, and almost single- 


handedly, for the interests of private Builders. 


As a result of its 


labors, private Builders have had an opportunity to contribute mightily 


to the vast war housing program. The NAHB is in a position to 


provide real leadership for America’s Builders and building interests 


in the crucial conversion period ahead. 


AMERICAN BUILDER'S EDITORIAL POLICY 
REMAINS UNCHANGED 


AMERICAN BUILDER + 105 W. ADAMS ST., CHICAGO 35, ILI 


This improved service to readers does not alter in any way the 


independent editorial policy which has characterized American 


Builder for 63 years: 


To provide an unbiased clearing house for practical ideas that help 


building professionals plan, construct, buy and sell... 


ciently, more profitably. 


more effi 


The lively interest our readers will take in this new editorial feature 


should enhance the opportunities for manufacturers of building 


materials and equipment to interest American Builder's audience in 


news of thei products and services 


* 50 CHURCH ST., NEW YORK 7,N.¥. 
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Current Network Hooperatinc ; 


Evening Program Audiences 
MOST LISTENERS PER SET 


Program Total Sponsor 
1. Sammy Kaye 3.17 G. W. Luft C 
2. Quiz Kids 3.04 Miles Lab. 
3. Guy Lombardo 3.00 Larus & Bro. 
Most Men: Gabriel Heatter (Sunday) with 1.11 (Barb 


Most Women: 


Sammy Kaye, with 1.80 (G. W. Luft Co.) 
Most Children: 


Lone Ranger, with 1.09 (General Mills) 


MOST SETS IN USE 
Se ORAS ae A, TOW es 5s hac ees Wa kbwess... 
Programs: Counterspy (Mail Pouch Tobacco Co.) 
Radio Theater (Lever Bros.) 
Gabriel Heatter (R. B. Semler) 
Telephone Hour (Bell System) 
es a eB arr y eee 
Programs: Famous Jury Trials (Williamson Candy) 
Burns & Allen (Lever Bros.) 
Gabriel Heatter (Zonite) 
Mystery Theater (Sterling Drug, Inc.) 
3. Wedrepia, Bemree Din., DW 6 oc cee cee ake hs oe ce caess.. 
Programs: Dunninger (Sherwin-Williams) 
Frank Sinatra (Lever Bros.) 
Gabriel Heatter (R. B. Semler) 
Alan Young (Bristol-Myers) 


HIGHEST SPONSOR IDENTIFICATION 


l 


. 064 


Take It Or Leave It, 10-10:30 p.m., Sunday, with 83.8. Correct Prodye 


83.8 (Eversharp). 
FIRST FIFTEEN EVENING PROGRAMS 


Net 
Program Sponsor | Product work 
Bob Hope Pepsodent Co, NBC 
Walter Winchell Jergens Co. Jergens Lotion Blue 


Charlie McCarthy Standard Brands 


Radio Theater Lever Bros. Lux Soap NBC 
Mr. District Attorney Bristol-Myers Vitalis, Ingram NBC 
Take It Or Leave It Eversharp CBS 
Joan Davis with 

Jack Haley National Dairy Sealtest NBC 
Screen Guild Players Lady Esther CBS 
H. V. Kaltenborn-LN Pure Oil NBC 
Your Hit Parade American Tobacco Lucky Strikes CBS 
Phil Harris (1st % hr) American Tobacco Lucky Strikes ‘NBC 
Burns & Allen Lever Bros. Swan Soap CBS 
Frank Sinatra Lever Bros. Vimms CBS 


Mr. & Mrs. North 
Party (Palmolive) 


Jergens Co. 
Colgate-Palmolive- 
Peet Palmolive Soap NBC 


Woodbury’s Facial Soap NB 


Chase&Sanborn, Stams NBC 


153 
153 
144 
144 
14 
1 
12.4 
1 


11 
1] 


you mention it? No. Does Lipp- ; i 
man mention it? No. I tell you, To Hamilton Wright 


Neal, I don’t like it. Yes, and my 


Lt. Bruce Levitch, retired from 


that, I’m told, is just about a|Hamilton Wrignt 


quorum of your readers.” 


Harvey Agency Moves 


Organization 
New York, to direct foreign gov- 
ernment travel advertising, pub- 
licity and public relations in the 
company’s European division. 


Harvey Advertising Agency, To-| Plans are under way to reestab- 
peka, Kan., has moved to new of-/| lish former Wright offices in prin- 


fices at 633 Kansas Ave. cipal European capitals. 


24 MILLION 


MONTHLY PAYROLL ° 


in AKRON 


And a big percent of these earnings are being wisely 


invested in War Bonds as a nest egg to pay for the 
many things Akronites will want and need after the war. 


When forming your post-war selling plans, remember 
that Akron belongs at the top of your list—and remem- 
ber too that Akron's only daily and Sunday newspaper 
gives you complete, economical coverage of the great 
Akron Trading Area. 


Solve your Akron sales problems 
through consistent use of the 


Represented by: 
STORY, BROOKS & 


FINLEY 
New York Philadelphia Chicago 
Cleveland Los Angeles Atlanta 
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> 
a 
Pure Dynamite, 24 hours per day... 
me 
The news is not just a commodity, but a power in human affairs. 
39 Within your lifetime you have seen many nations disqualify themselves from full 
participation in the fellowship of man simply because their people were denied the 
J news and fed untruths instead. 


Here in America you are lucky. For you, 24 hours a day, from pole to pole and hemisphere 
to hemisphere, the magnificent men and women who are your working press 
a pick up and assemble and hand on to you the news. In this country alone, some 
10,000 news tickers ceaselessly rattle out the news on its way to you. 


Produc 


2d from 
ned the 


Lization 

+ | 2 Gace. me aa 
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son In your understanding of that news lies human dynamite. For 
you individually and for your world. You must have it all. 
You must have it clear—undistorted either by intent or 
accident or carelessness. You must have it against the 
screen of its full significance. You must have it with 


what light of future forecast can now be thrown around it. 


And that is how you get it in Newsweek. 


Newsweek’s special respect for the news—our vigilant acceptance of our 
job as one of the most sacred trusts that can be placed upon 

a group of men and women—has earned the special regard and respect of 

millions of thoughtful Americans who read and depend on Newsweek. 


It will earn your liking and respect in the same way. 


j A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
B 
NEWSWEEK... 
: to report, to interpret, to forecast the truth 
‘ of human affairs for America’s Significant People* 
r hy 
t a 
Be oe ee a 
: : Be? 
*In designating the readers of NEWSWEEK as Significant People, we merely compress into oe See med 
two words their all-around “far-above-averageness’”— both mental and material. 
The intrinsic character of NEWSWEEK attracts such people naturally, Their unusual YSSAB 
—_ ‘mental acquisitiveness,” and their eager interest in the new, are qualities that make 
them especially receptive to your advertising. Qualities which have led them to NEWSWEEK (G4 
0 n such numbers that its circulation has risen 78% in six years, while its advertising 
‘venue (among all general magazines) has advanced from twenty-second to fifth place. ALLIED 1 
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MISSISSIPPI. 


NEW MARKET 
DOLLARS 


It's harvest time in Mississippi, and 
Jackson's $130,000,.000 annual market 
is ripe. New agricultural dollars — 
added to a steadily increasing in- 
dustrial and oil income — make 
Mississippi's Capitol City a ‘‘must'’ 
on any sales plan to cover the new 
and growing South. Business was 
never better — the future never 
looked any brighter than it does in 
Jackson today. And remember, 
WSLI offers you thorough coverage 
of this ‘‘double-return"’ market at 
less cost. 


BLUE NETWORK 


D & COMPANY 
AL REPRESENTATIVES 


Management-Labor 
Cooperation Asked 
in Fight on VD 


New York, Oct. 5.—A nation- 
wide drive to enlist both manage- 
ment and labor in the fight against 
venereal diseases got under way 
this week following an “Industry 
vs. VD” meeting of the American 
Social Hygiene Association here. 

An outline of the program pro- 
posed by ASHA to advance gains 
already made in control of syphilis 
and gonorrhea has been sent to 
10,000 leading industrialists, union 
heads, industrial physicians and 
nurses, persOnnel directors and 
health officers. Pamphlets giving 
detailed suggestions for “education 
and action,” together with folders, 
articles and features on health 
subjects, have been printed and 
are being given wide circulation. 

Two booklets, “Trade Unions vs. 
VD” and “Industry vs. VD,” have 


been prepared under the direction 
of Percy Shostac, consultant on 
industrial cooperation to the 
ASHA. Both call on management 
and labor to “sweep hush-hush 
out of the way and take action 
against the hidden but substantial 
costs for which syphilis and gon- 
orrhea are to blame.” 

Mimeographed health bulletins, 
movies, lectures by health of- 
ficials, and poster displays all are 
to be used to press home the VD 
message. Various programs of 
group participation are suggested. 
Union publications and industrial 
house organs are being utilized. 

Speakers at the ASHA meeting, 
held Monday night, stressed the 
importance of cooperation in the 
drive of management and labor, 
with mutual advantages resulting. 
R. E. Gillmor, president of Gerry 
Gyroscope Company, Brooklyn, 
pointed out that, of 3,200,000 
Americans infected with syphilis, 
one-third are industrial employes, 
and declared that the “successful 
control of VD in industry rests 
equally with employer and em- 
ploye.” 

Dr. Victor G. Heiser, consultant 
on industrial Health for the Na- 
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HOW MANY DIESELS 


Your imagination is as good as ours—how many 
Diesel Engines will the railroads buy in the next 


PROGRESS. 


five years for switchers, passenger and freight 


locomotives? You know what a glorious job 


Diesels have done for the railroa 


the war load—you can well realize that Diesel 
Engines will eventually replace steam on all rail- 


road operations. 


DieseL Procress’ wide-awake editorial policy 
has foreseen this change. Its carefully selected 
readership assures your sales story an alert audi- 
ence, eager for factual information about your 
Diesel advantages, economy or new adaptations. 
DigsEL Procress walks right into purchasing 
executives’ offices, no chair-warming or waiting. 
Maybe Diesel PRocress is now on your advertising 
schedule, as it is on most Diesel lists. If not, plan 


ds in handling 


Contractors— 


Dairies 


Ice plants 
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Air conditioning plants 
Bus companies 
Consulting engineers 


road and general 


Engine manufacturers 
Government officials 


Industrial power users 
Irrigating projects 
Logging projects 


FOR THE RAILROADS? 


now to sell this alert market through Diese. 


A few of the important markets covered by 
Diese. Procress include: 


Mines 
Municipalities 
Naval architects 
Oil drilling 
contractors 
Quarries 
Railroads 
Ship operators 
Shipyards 
Tractor users 
Truck fleet operators 
Utility companies 


Advertising Age, October 9, igy 


i 
6 GAIN AND LOSS PERCENTAGES - 52 CITIES 6 

AUGUST 1944 - 1943 Loss GAIN 
CLASSIFICATIONS wD 20 10 0 10 20 
RETAIL -3.4% mms 
GeneraL 0.8 to 
AuToMorTive 4.6 F aaa 
FINANCIAL -2.4 - 
Torar DisPLay -2.2 ee 
CLASSIFIED -17.5 em 
TOTAL ADVERTISING -6.5 eh ea 
DePartMenT STORES 9.7 eee 
JANUARY | - AUGUST 31, 1944 - 1943 
RETAIL -t.1 
Generar 5.9 | 
AUTOMOTIVE 4.3 | 
FINANCIAL 3.2 
Totat DisPray 0.7 | 
CuassifieD 6.8 — 
TOTAL ADVERTISING “1.2 e | 
DEPARTMENT STORES -5.5 
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motive figures increased 4.6% while 
0.8%. All other classifications dropped, 


AUTOMOTIVE UP—Media Records’ newspaper linage figures from 52 cities 
show automotive and general advertising to be the only two classifications to 
gain during August, 1944, compared with the same month a year ago. Auto. 


general advertising was up a bare 
with classified 17.5% below its August 


1943, figure. In the Jan. 31-Aug. 31 period, general advertising's 5.9°/, gain 
over the comparable period last year leads the field. 


tional Association of Manufactur- 
ers, presided at the meeting. Dr. 
Heiser pointed out that syphilitic 
workers under treatment can in 
most cases remain at work with- 
out danger to themselves or others. 


$1,500 Planes Wanted, 


Bellanca Survey Shows 

The flying public would like 
after the war a four-seater, low 
wing land plane with seaplane 
float attachments, costing from 
$1,500 to $3,000, and with an en- 
gine of 120 to 150 horsepower, 
Bellanca Aircraft Corporation, 
Wilmington, has found in a survey 
of 1,875 readers of aviation maga- 
zines. 

The plane would have a cruising 
speed of 125 to 150 miles an hour, 
a top speed of 140 to 175, a 500- 
mile cruising radius, and capacity 
for 200 pounds of luggage. 


WKRC Promotes King 


Nelson King, WKRC director , 
special events, has been promote 
to sales promotion manager of th 
Cincinnati station. 


For 
Conventions, 
House Organs, 

Etc. 


QUICK CARICATURES 


On the spot, one minute carica- 
tures from life. Humorous, friend- 
ly likenesses. For information write: 


JULIUS KROLL 
315 W. 98th St., New York 25, AC. 4-944 
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Other magazines have larger circulations than Esquire. 
Few are favored with so imposing a list of leading national 
advertisers. Makers of quality merchandise whose names 
and products are known to nearly every American. 
Ranking national advertisers use Esquire because it 
carries authority with the pace-setting portion of the 
American people. And because of the intensity of its 


consumer influence. Esquire’s popularity with men and 
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women has created a multiple readership counted in mil- 
lions. And it’s a favored magazine with an important seg- 
ment of officers and men in the armed services. 

The measure of a magazine is the influence it exerts. In 
this respect Esquire’s specific gravity is high. Which ex- 
plains, perhaps, why so many national advertisers regard 
Esquire as one of their soundest investments, now, and 


for post-war. 


Esquire is not only a magazine...IT’S AN INSTITUTION 
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|Siboney to K&E 


Siboney Distilling Corporation, 
New York, formerly known as 
A. K. Hamilton Company, has 
named Kenyon & Eckhardt, New 
York, to handle advertising of Si- 
| boney, Port Royal and Minute 
|Man New England rums; Glad- 
| stone and M. F. H. gins, Gladstone 
'whisky, Robertson B. E. B. and 
Yellow Label Scotch whiskies. 


Japha Forms Agency 


Frank G. Japha, for the past 10 
years a management consultant, 
has reentered the agency field as 
Frank Japha Associates, with tem- 
porary offices at 7720 Country 
Club Court, St. Louis. He will re- 
main active in war plant manage- 
ment consultation work until the 
end of the war. 


Lt. Cronin Missing 

Lt. Joseph P. Cronin, a member 
of the Omaha World-Herald dis- 
play advertising staff before en- 
tering service, has been reported 
missing in action in France. He 
was twice wounded while with the 
Fifth Army at Cassino and at 


Rome. 


28 City Surveys 
Reveal Postwar 
Gains in Jobs 


New York, Oct. 4.—Industrial 
employment in 28 of 29 cities re- 
porting to the Committee for Eco- 
nomic Development probably will 
be larger in 194X than in 1940, 
ADVERTISING AGE is told. The 
range of increase would be from 
5.1% in Spokane to 125% in San 
Diego. The only city among the 
29 to indicate probable less em- 
ployment after the war than in 
1940 was Durham, N. C., with a 
decrease of 3.7%. 

Six of the 29—Middletown, O., 
Fort Smith, Ark., Duluth, Great 
Falls, Mont., Fort Worth and Salt 
Lake City — present figures for 
commercial as well as industrial 
employment. The others are en- 
tirely “industrial.” 


Of some 2,000 communities in: 


which local CED committees are 


Industrial Employment in 29 U. S. Cities 


1940 
Worcester, Mass. .......... 31,659 
Beerinen, Comm. ...5..435.. 11,000 
Ne .  .r 59,700 
pramouse, N.Y... 5 cscs vee 71,353 
Binghamton, N. Y......... 27,291 
Philadelphia, Pa. ......... 255,700 
Middletown, O. ........... 14,403 
ce a 12,552 
cee POins, UE. fo. ean 13,998 
New Orleans, La........... 20,928 
Milwaukee, Wis. .......... 111,450 
South Bend, Ind........... 27,422 
SED, BR. betia vi ke eons 6,706 
Janesville, Wis. ........... 5,486 
Fort Smith, Ark..... 5.daiee 15,461 
Louisville, Ry. ....3. 6. eee 61,456 
Memphis, Tenn. ......03.4 24,125 
Suri, BH. kg vic iceSan 35,866 
Great Falls, Mont.......... 11,788 
Sioux Vals, S: BD... ..s vivscea’s 11,575 
We SURIRUR, DANES od a: <05s-6s wees 4,682 
WOTe WOOL, POM ccc swans 76,052 
Oe PR ol a eed 64,443 
Sacramento, Cal. .......... 25,157 
Porcena, Gre, ... ...isssess 50,905 
See, WOBM. 6... 66. occas 8,443 
NG re 12,000 


ol! Ab: re 24,018 
Beaumont, Tex. 


Advertising Age, Octobe, 


Present 194X 
48,000 34,872 

19,000 17,500 9} 
98,714 72,534 5 
60,500 78,234 g 6 
27,783 32,997 0.9 
,» 315,000 293,000 46 
15,885 17,244 97 
14,738 12,091 37 
14,230 17,339 3.9 
25,130 25,646 9 5 
196,461 145,299 ).4 
41,529 37,343 6.2 
10,029 10,068 50.1 
7,643 7,058 28.7 
15,660 17,720 146 
84,549 81,412 139 5 
50,219 36,820 1526 
41,568 39,918 +113 
13,379 13,239 +-12.3 
12,579 15,189 +-31.2 
7,317 6,146 $313 
102,000 99,000 1309 

81,649 78,000 1.2] 

29,571 28,421 113 
147,839 69,200 +35.9 
9,342 8,872 15.1 

70,000 27,000 +125 
31,778 31,574 +31.5 
15,170 8,433 +35.2 


The record shows higher 


allvertising visibility goes with 


THE SUBJECTS for Parade picture-stories are 
chosen for their high current interest. These 
pictures, for example, helped to illustrate a 
Parade story on the training of Army MP’s. A 
Parade picture-story.is carefully pre-edited — 
each photograph, each caption being planned 
in advance around typical individuals. 


THE STO 


of how this MP is trained, tells you 


how al] MP’s are trained. For dramatic, sus- 


tained interest, a Parade picture-story is like 
a movie-on-paper. This story attracted up to 
94% of men, up to 89% of women readers of 


the issue. 


mand reconoarssance 
official Army veh les ( 
ee We have med © build oh 
a who are doing the reat Bg! 
= All of these Army trucks are 
Job Rated Trucks y 
prodycoon materials @ 


Chrysler Corporation 


: mm TRAFFIC-MEN6#® 
zs x se ss 


OBSERVED BY on WOMEN READERS 


open FIGURES on the advertise- 
ment reprinted below are typical of 


women. 


Parade advertisements. Note, too, that 
the figures are high for both men and 


Parade is becoming increasingly 
known as America’s best-read national 
magazine section. Parade’s 2,000,000 
families are beginning-to-end readers — 
and advertisements share in the high 
readership of editorial content. We'll be 
glad to show you surveys that prove this. 


OF MEN READERS 


Mines Hundred Thousand Strong 0 


che 
exe Army trucks 80 give 
Ining the depeadable support they deserve 
direct descendants of the famous Dodge 


. fuel 
ou see today faithfully hauling milk, foodstuffs. 
od ocher warame emenuals 


a cumvesen 
.- oe - 


sot 


ets 


os 
w THe ATTACK—8UT mone Wat son 


Reprinted from Parade, June 25, 1944 


THE SAME PARADE ISSUE carried this advertisement. Note the independent reader- 
ship survey figures — they would be considered good, even for the ecizorial pages 
of many publications! Because advertisers know their messares are seen and read 
in Parade, they have tripled their Parade lineage in three years! 


now operating, it was said, about 
150 have completed preliminary 
surveys on expected postwar em- 
ployment. The 29 included here 
are regarded as typical. Complete 
local surveys are planned to cover 
industrial and commercial employ- 
ment, and, in farm areas, agricul- 
tural employment. 

The national CED organization 
emphasizes that “these figures rep- 
resent the best estimates of indi- 
vidual employers in these com- 
munities, of the jobs that will bh 
available in 194X, if tneir present 
plans can be put into effect. These 
figures are no indication of the 
total postwar employment in these 
communities. On the other hand 
the percentages are fairly indica- 
tive, since they are based on actual 
employment in 1940 as compared 
to the plans of the same companies 
for 194X.” 

Certain communities, such as 
South Bend, Ind., already have 
begun to promote findings which 
show that their postwar industrial 
employment probably will be 
greater. 

Figures for the 29 communities 
are shown in the accompanying 
table. : 


Joins Compton Agency 


Mrs. Winifred Graham, former) 
in charge of advertising of the 
children’s division of Marshall 
Field & Co., Chicago, has joined 
the copy department of Compton 
Advertising, New York. 


The Mystery 
of the 


Missing 40” 


If your sales manager wonders 
why he isn't getting full value 
from the rich Tampa-St. Peters- 
} burg market, maybe it's be- 
cause your advertising schedule 
does not include St. Peters- 
burg newspapers. St. Peters- 
burg represents 40% of the 
income and retail sales of the 
Tampa - St. Petersburg market 
Yet no Tampa newspaper has 
as much as 300 average daily 


circulation in St. Petersburg 
| Work both sides of Tampa 
Bay. Use St. Petersburg news 


papers, too. 


PETERSBURG NEWSPAPERS SE 
‘and Sunday * 
| wees 


- VJ OBENA 


Se 


JACKSONVILLE, FLA 
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Strong as an idea 
| . 399 
whose time has come 


| en FALL, Mrs. Edwards noticed that 
the living room curtains looked soiled. During 
the winter, she discovered the bottoms were 
worn. In the strong spring sunlight, they were 
obviously faded. 

So for the last six months, Mrs. Edwards 
has become a connoisseur of curtains; studied 
her friends’, watched shop windows, thought 
gout materials and patterns. She has noticed 
some interesting illustrations of curtains in the 
women’s magazines, even clipped a few choice 
exhibits for reference. 

‘Today’s paper carries an announcement of 
smart new curtain fabrics by Binks & Co., the 
best department store in town! The advertise- 
ment mentions colors, sizes, prices . . . The 
curtains are no longer a dream, a wish, amaybe. 
Today is the day that Mrs. Edwards goes to 
Binks & Co.—and buys curtains! 


Mecu BUYING is on impulse, but most 
purchases are planned. The idea may be in the 
incubator a long time before the prospect is 
even aware of its existence. A lot of mental 
shopping goes on—observation, speculation, 
consideration of alternates and ways and means. 

Over a period, the individual makes up his 
mind to (a) buy something, according to (b) 
certain set specifications. Only the opportunity 
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and place are needed to complete the purchase. 
Then one day, a newspaper advertisement 
appears and pulls the trigger. 

_ Newspaper advertising is here and now, 
not sometime and maybe! It puts design into 
desire. It says, ““Comeand get it” —and supplies 
specifications, place and price. 


Some things are bought every day. Others 
are occasional, once a month, once a year, once 
a lifetime. But millions of people come to the 
purchase point for everything, every day. 

Newspaper advertising is definite, decisive, 
directional; helps make up minds; terminates 
thinking on the dotted line... All advertising 
interests, informs and educates—éut newspaper 
advertising sells! 

And because newspaper advertising sells 
— it is superlative insurance for your maximum 
share of sales at the time sales are made—which 
is every day! Make newspaper advertising a 
part of your sales program, to make your 
program produce more sales! 


| DEPART MENT STORE 


Che Philadelphia Inquirer 


«the first advertising medium of Philadelphia ... This advertisement is one of a series in behalf of newspaper 


advertising ... and is available to any newspaper for reproduction or publication, without credit... 


| 


\TIONAL ADVERTISING REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 
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Artists Donate 


simultaneously in 132 cities of Ohio, motion picture advertising, it is 
Kentucky, Indiana and West Vir-| believed, full pages have been 


'ginia, climaxing precedented | placed in industrial publications. 
Talent to Promote (fivertising compaign covering 35|Car cards and posters are being| 9@t for Oct. 16-18 


e national magazines, 50 trade pub-| used. Donahue & Coe is the agency. 
M-G-M Movie lications, and several hundred | a 


(Picture on Page 59) ae ae be a Se Starts Newspaper Drive | 
New York, Oct. 4.—World pre- | rt work for the campaign has 

miere of “An American Ronenes,” | been contributed without charge for Skol and Skat 
Metro - Goldwyn - Mayer Techni- | by 45 leading American illustra- First joint advertising of Skol 
color production directed by King|tors who, unable to crowd into sunburn preventive and Skat in- 
Vidor, will be held Columbus Day. | their schedules the M-G-M assign- | sect repellent is being started by 
'ment, came through on a volun-|Gallowhur Chemical Corporation, 
| tary basis when the film company | New York, in newspapers of eight 
|offered to make a gift to the So-|cities, through J. Walter Thomp- 
|ciety of Illustrators, which was|son Company. 
| seeking money for a philanthropic Copy points out that military 
f|cause. Upshot of the advertising| demand for these products has re- 
campaign, based on the artists’|duced civilian supply. The cam- 
conceptions of the picture, was aj} paign is running in Boston, Chi- 
three and one-half page reproduc- | cago, Cleveland, Detroit, Los An- 
tion of eight of the drawings in| geles, New York, San Francisco, 
Life, Oct. 2. and Washington, D. C. 


The Washington, D. C. premiere, yeoman 
to be held Oct. 19, and special first . 
ge; | Showing planned for all state capi- JW T to Detroit 
Te ‘;/tals between Oct. 21 and 25, will J. Walter Thompson Company, 
be heralded by ads in 150 news-|New York, has opened a Detroit 


* > 
Pencil Points |papers throughout the Midwest,| office, temporary address at 909 
land full-page insertions in all| Lafayette building, in charge of 
|state capitals and in every major|Harry Mitchell, vice - president. 


[city throughout the country. For} Permanent headquarters will be 
ithe first time in the history of | announced later. 
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Symbol of 


Ignorance 


The slick, fly-by-night peddler of “quack” nos- 


The Magazine of Architecture 


trums to a gullible public symbolizes the ignorance 


of effective health measures prevalent during 


America’s kerosene lamp era. | 


With the advance of culture and knowledge, reli- 


able healthy information has now become a doasi-| 


nant, activating force among millions. 


Part of today’s vast enlightenment on personal and 
family health is due to the wide reading of 
HYGEIA, progressive family health magazine of 


the American Medical Association. 


For instance, here are some of November’s features 
... Ima stirring and unusual article entitled “Chil- 
dren Face the Facts of Disability,” H. H. Wilke, a 
clergyman armless at birth, tells of the problem 


disabled war veterans will face when they return 


home. Dr. Herman M. Yahr advises young mothers | 
about why infants ery and what to do about it in| 
“The Case of the Crying Baby.” Dermatologist | 
Herman Goodman, M.D., throws more light on) 


“Cold Cream”. . 


will not do for the skin. 


. what it is . . . what it will and | 


HYGEIA reaches a select, alert group of readers. | 


Better than average in buying power. Better than 


a 
With Health-Minded Readers, 
HYGEIA Clicks! 


HYGEIA now reaches 75,000 homes, 25,000 schools 
and 17,000 doctors’ offices . . . where more than a 
million waiting patients read it every month. These 
receptive, health-minded patients represent a pure 
bonus of high-grade readership to the advertiser. 
And HYGEIA advertisements are read with confi- 
dence because subscribers know HYGEIA accepts 
only reliable products for advertising. 


average in education and influence. Better than | 
average in health interest. If your product or serv- 
ice has health appeal, we believe you will find | 
HYGEIA readers your best, most receptive audi- | 


ence. Write for details today. 
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sponsor identification repori on 
national programs; 3. Four re ort. 
on men, women and children 2 ,qj_ 
ence to each program; 4. Thre. re. 
; ports on listening by geogra dhic 
New York, Oct. 4.—“Preview of| and by city size groups; 5. At 
Tomorrow’s Opportunities and| three reports on general prog-am 
Obligations” will be the theme of| and listening trends, with ge: ral 
the annual meeting of the Life| program ratings by geogra hi 
Insurance Advertisers’ Association, | area and city size groups, 7 
to be held on 16-18 at the Hotel a RS 
Pennsylvania here. 

Current and postwar advertising Heads Delco Advertising 
and sales promotion problems will} jJyjian Warren, who has he 
be given special attention, said| with the Delco Appliance division 
A, H. Thiemann, assistant secre-| General Motors Corporati a 
tary of the New York Life Insur-| Rochester, N. Y., for several years’ 
ance Company, who is general|has been appointed director of 
chairman of the meeting. Also on| advertising and sales promoti 
the program will be a round-table | for the division = 
discussion of problems of the re- é 
Sar serviceman, to be con- 

ucted by Charles E. Brewer Jr., 
assistant superintendent of agen- Lamb Company Named 
cies of the Mutual Benefit Life In-| Country Gentleman, Phila- [ 
surance Company. delphia, has appointed James G. 

Committee chairmen for the| Lamb Company, Philadelphia, as 

conference are Joseph B. Treusch,| its advertising agency, 
United States Life Insurance Com- 
pany, exhibits; Douglas Murphey, 
Metropolitan Life Insurance Com- 
pany, judges’ committee; R. K. 
Lindsley, Farmers & Bankers Life 
Insurance Company, hospitality; 
Clifford B. Reeves, Mutual Life 
Insurance Company of New York, 
publicity, and George Kelley, New 
York Life, annual meeting secre- 
tary. 


LAA Convention 


~ast 


CAB Sums Up Scope of 
Annual Member Reports 


In response to inquiries from 
advertisers and agencies who are 
not members of the Cooperative 
Analysis of Broadcasting, the re- ££ 
search organization has released a _ 
summary of the new reports which 
members will receive during the WORLD PETROLEUM 
coming year under the CAB ex- ’ 
pansion program. Reaches the producers who buy for this market 

Reports include: 1. Twice 
monthly program report listing 
national programs as rated in 81 
as well as 33 U. S. cities; 2. Eight! 2 wesr 451TH STREET » NEW YORK 19,N.¥ 


Under the Management of : a 
REX W. WADMAN el 


Tt. 


EXPANSION 


already blueprinted W 


for Dayton’s industrial plants te 
after the war exceed 


$50,000,000 


Unlike many cities, Dayton has had no huge wartime 
building expansion. No surplus plant capacity will exist 
in Dayton after the war. Many Dayton industries need 
and are planning increased facilities for peacetime pro- 
duction. Awaiting the ‘‘go ahead"’, these plans to date 


entail construction costs greatly exceeding $50,000,000. 


Postwar Dayton with its 456 industrial plants 
will be bigger and busier than prewar Dayton. 
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JOURNAL-HERALD 


Vaylous largest Daily Crculalon 


Nationally Represented by The Geo. A. McDevitt Co. 
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AEVIEW OFTHE BOOM IM AIRPORTS 


D AIRPORT-SERVICE OPERATIC 


500,000 PRIVATE AIRCRAFT: 


Light, foolproof, easy-to-operate planes will swarm the peace- 
time skies—‘“‘300,000 within 4 years,’’ according to Charles I. 
Stanton, Civil Aeronautics Administration. 


20,000 COMMERCIAL AIRCRAFT: 


(ALL TYPES) 


Government will have for disposal between 10,000 and 20,000 
transport-type planes (alone) when war ends, according to 
Lt. Col. William B. Harding, Director Surplus War Prop- 
erties Administration, Aviation Division. 


12,000 AIRPORTS, AIRPARKS, 
FLIGHT STOPS, AIR HARBORS 


Wm. A. M. Burden, Assistant Secretary of Commerce, pre- 
sented recently a program for 3,000 airfields at cost of 
$1,000,000,000. Other Federal, State and municipal projects 


for thousands more also planned or under way. 


Which means the “Boom” in this Vast Postwar Market Will Be Expansion of Main- 
tenance and Servicing Facilities. Read Who Buys Them and How to Sell Them Now! 


A situation now exists in aviation which is almost 
incredible. 


Under the stress of war, aircraft production facili- 
ties were vastly expanded. Thousands of aircraft 
came off the lines—more than adequate for civilian 
peacetime needs. 


Bul these thousands of aircraft were shipped to for- 

eivn countries for military use, while nonmilitary 

airports, maintenance and operations facilities re- 

meined static. Today, there are, to put it mildly, 

inc lequate facilities in the United States for putting 

th thousands of wartime aircraft to civilian peace- 
use. 


lay we have this paradox: On the one hand, 
nous facilities for production. On the other hand, 
ly inadequate facilities for landing and service. 


inswer to this problem? As soon as the war is 
airports and fixed-base maintenance and opera- 


Y, bialion Mai ntenance 


tions facilities must expand faster than ever before. 


Thousands of machine shops must be erected. Han- 
gars by the thousands must be built. Landing facili- 
ties must be constructed. Thousands of other needs 
must be met. And who will build and operate these 
postwar fixed-base facilities? The key-men of airport 
and aircraft maintenance and operations. 


% % * 


Thus it is obvious that airport and aircraft main- 
tenance and operations will be the “boom” in avia- 
tion’s postwar boom market. 


If you want to sell this market, you must sell these 
key-men who are going to keep ’em flying after the 
war. Thus Aviation Maintenance, only magazine edit- 
ed for these key-men, ought to be on your schedule. 


Today, space is almost sold out. You can still get in, 
if you hurry. 


e A constant flow of first-hand, up-to-the-min- 
ute information reaches our editorial pages by 
means of our 4-place Stinson Reliant, piloted 
by R. C. Blatt, well-known airport and aircraft 
engineer, formerly of CAA and now Aviation 
Maintenance technical editor. In last 3 months 
alone, many trips have been taken by editorial 
executives to bring back last-minute develop- 
ments on airport and aircraft maintenance 
and operations for our 16,000 primary reade1 
circulation, 


Another Conover-Mast Publication 


205 East 42nd St., New York 17: 333 North 
Michigan Ave.., Chicago f> Fu Building, 
Cleveland 14; Duncan A. Scott & Co., West 
Coast Re prese ntative 5 Vills Building, San 
Francisco 4, Pershing Square Building, Los 
Angeles 18. 
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To Gray & Rogers 

Gray & Rogers, Philadelphia, 
has been appointed to direct ad- 
vertising of Bell Telephone Com- 
pany of Pennsylvania and Dia- 
mond State Telephone Company. 


ADDRESSING 
FILL-IN 


John a McEiwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. 


CHICAGO | 


New Concept of 
Advertising Used 
in B&O Campaign 


Baltimore, Oct. 5.— Basing its 
/duration campaign on a new con- 
cept in wartime advertising, the 
| Baltimore & Ohio Railroad is in 
the midst of the most extensive 


institutional program it has under- 
taken in many years. 

B&O’s current three-way cam- 
paign, according to R. C. Mac- 
Lellan, advertising manager, is 
using the new concept of a 
“powerful approach that does 
more than sell.” 

“Now, with little to sell, adver- 
tisers are using space in the na- 
tion’s magazines and newspapers 
to keep customers informed of 
their activities, advancements and 
plans for the future,” Mr. Mac- 
Lellan explained. B&O has pat- 
terned its advertising precisely to 


“That reminds me - - the only 
coverage that counts in Tacoma 
is the dominant News Tribune!” 


SECOND MARKET 


It’s a fact 


trated population and con- 


centrated buying 


give a market added im- 


The 


porta nce. 


market is not thinly spread 


over a wide area; 


centrates all its adv 


that concen- 


Tacoma 


IT’S a fact that you can not do an effective 
selling job in Washington State unless you 


cover Tacoma, Washington’s Second Mar- 


power 


Seattle morning paper _- 
Seattle evening paper__- 


ket. And the News Tribune delivers your 
message to more readers in this market 
than all other papers combined! 


Look at these “percentage of coverage” 
figures for Tacoma-Pierce County (Source: 
A. B. C. Audit Reports, March 31, 1944.) 


TACOMA NEWS TRIBUNE__73% 
Second Tacoma paper__----~~-47% 


That's just one of the many reasons why 


the Tacoma News Tribune is a “must buy” 


it con- 


in Washington State. Ask Lorenzen and 


Thompson for the complete Tacoma story. 


antages 


into one tightly-knit met- 


ropolitan buying 


. second in population, 
in buying income, in retail 
sales, in bank debits and in 


industrial wage volume. 


district 


News Tribune 


TACOMA, WASHINGTON 


<>. eapeciaity, at chow time And what « job these 
Army cooks have to do to satiafy the ravenous appetites of 
Amarice's hard hghting Ge © 


Thats 1) 500 pounde of ment fruit vegetables etc needed every month by this unit stone 
And Company C but one of several hundred thousand wentlas units of our Army © Sup 


of trek thundering fund laden trewhts are racing to ports wn greater mumbers 
than ever belore Hourly, this lend scare in valume and importance But 


the victory led ceo and will be dehvered on tame 


(eo BALTIMORE & OHIO RAILROAD 
Owe 0f rmrraoant Reatrorncte 6 Mand for VroBoy 


ain ~ 80T ORE fOeDE 


WARTIME JOB—The problem of sup- 

plying food for the Army service forces 

is made graphic in this 824-line news- 

paper ad, one of a war-keyed series in 

the coordinated campaign being con- 

ducted by the or & Ohio Rail- 
road. 


this concept, running informative 
ads in weekly and monthly maga- 
zines directed at past and prospec- 
tive customers, and simultaneously 
running newspaper advertisements 


telling of its war work and daily | 


activities, with another series de- 
scribing its plans for the future. 
Last spring B&O launched a 
series of two-color magazine ads 
in Forbes, Fortune, Nation’s Busi- 
ness, and The Saturday Evening 
Post, with a theme designed to em- 
brace four definite angles: 1. The 
Baltimore & Ohio is supporting 
the war effort wholeheartedly. 
This phase was approached by 
building the value of other indus- 
tries linked with transportation. 
2. The B&O system is vast. This 


Advertising Age, October 9, 944 


phase was described by shoy ip 
the industries in the 13 states ihe 
B&O serves. 3. Creating g 094 
will. The ads paid tribute to b. sic 
industries. 4. Continuity in ihe 
series. This was achieved thro sh 
conformity in layout, and use of 
the B&O map and symbol. 

In addition to the industria) 
magazines used, special ads are 
apearing in Click and Liberty 
with timely messages scheduled jn 
American Press, Editor & Pb. 
lisher and Publisher’s Auviliar,; 

Since the fall of 1942, five sep. 
arate B&O coordinated newspaper 
campaigns have been presented ip 
the area served by the eastern 
railroads. The sixth series, started 
in July, has one definite theme—ty 
portray the bigger war job ahead, 

For nearly two years, B&O has 
advertised in several hundred 
community newspapers along its 
right of ways, the current series 
embracing 247 daily and weekly 
papers in 187 cities and towns. 
Supporting the campaigns in 
magazines and newspapers, re- 
productions of the advertisements 
are being used in dining car 
menus, timetable folders, em- 
ploye’s magazine and station post- 
ers. Supplementary material in- 
cludes the first advertisement in 
Fortune magazine, mailed in pam- 
phlet form to 20,000 industry and 
civic leaders in cities and towns 
along the B&O. 

Agency is Richard A. Foley Ad- 
vertising, Philadelphia. 
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Pencil Points 


¥ 


The Magazine of Architecture 


NEWSPAPERS! ... 


on the above map. 


Daily" that serves it. 


by. 


Albion Recorder 

Big Rapids Pioneer 
Cadillac News 
Cheboygan Tribune 
Coldwater Reporter 
Dowagiac News 

Grand Haven Tribune 
Greenville News 
Holland Sentinel 

lonia Sentinel-Standard 
Manistee News-Advocate 


35 East Wacker Drive, 
Chicago 1, Ill. 
Phone: STAte 7942 


MICHIGAN FAMILIES 
READ "HOME DAILY" 


and that's the place 
for your advertising! 


93% coverage, 95% coverage, 96% coverage... . That's 
the way Michigan League of Home Daily newspapers 
blanket their fields. And NO OTHER MEDIUM can give 


you adequate coverage in the 2! communities represented 


Each is a profitable market for your product, a market 
that you can reach economically through the "Home 


Why not get all the facts? They will open your eyes to an 
advertising opportunity that you may have been passing 


Marshall Chronicle 
Midland News 

Mount Pleasant Times-News 
Niles Star 

Petoskey News 

South Haven Tribune 
Sturgis Journal 

Three Rivers Commercial 
Traverse City Record Eagle 
Ypsilanti Press 


MICHIGAN LEAGUE 
OF HOME DAILIES 


“Lower Peninsula Group" 


national advertising representative. 


SCHEERER & COMPANY 


441 Lexington Ave., 
New York 17, N. Y. 
Phone: MUrray Hill 2-2423 


pase 
Bees, ee | } * 
eee | 2 aoe | 
7 a  ————— * 2 “ 
eno. : 
eg ~ | 
<n cutemning ciemed tnt, Gum oe Bitduen © Gave 1150 alo 
: ie eatgbent oxeuions = 
_ Ps ee 
aa a \) 
ie Ss — ( J 
é 
Pea \ la A 
. * <r on) i® | 
oe UP ser | 
j F & | ” o J | “hj 1 Lhe 
; 5 - | =} ‘Professional UE 
=_ —— | BR yf ltl 
"" ‘Sie | |) ARCHITECTURAL i: 
|= we \~ | _ | ‘3 MEN AS 
: Lee : 1 / | x 
= ie a VA ‘ 4 ' : 
4 iz ke = —- — | | 
ae > ET ro | 
2 eae = 
ee 7 | 1G 
a? y di) a wy 
} ; Ges | i A e { 
—" | ( e © _ 
+ \ 
= =n | R- , vf 
Be As i Se 
ai Covering Mathingion’ , 
™ _ ude eae +c, | | 
en ee | 
a 
oil peel i | 
. a eee i 
al pees | 
ae. es | 
| 
ee 
| pe 
‘ ee 
— 
| i Pe eee Si. ee 
be vt [. ™ Ts . eS me { ; ‘ “ a Fy 7 4 ‘4 aie ¥ Ea! -:” F . Z 7 E 


ed in 
stern 
arted 
P—to 
nead, 
) has 
dred 
“4 its 
eries 
ek ly 
wns, 
Ss in 

re- 
ents 


...that a child might speak again 


Poliomyelitis struck at the Carolinas. 

Viciously, without warning... 

A battalion of volunteer doctors 
worked unceasingly. But in certain cases 
the throat and neck muscles refused to 
respond to treatment. 

The doctors recalled that harmonica- 
playing is a perfect throat exercise. So 
they wired for quick help to the National 
Foundation for Infantile Paralysis in 
New York City. 

There were no mouth organs to be 
found in all New York, nor in Charlotte, 
nor anywhere. 

Then WBT stepped in on the air. 


Within 24 hours of an all-out radio 


appeal, WBT listeners started harmon- 
icas by the dozens into WBT studios. 
Big ones, little ones, chromatics, toys — 
came by messenger and by mail. Some 
from children. Many from older polio 
victims more concerned about other 
sufferers than themselves. 

Over 450 harmonicas were delivered 
by WBT to the Emergency Polio Hos- 
pital in Hickory, N.C....to the Ortho- 
pedic Hospital in Gastonia...to the 
Memorial Hospital in Charlotte. 

The original request was for 35. 

Many comparable community serv- 
ices are recorded in the WBT files. We 


hold that being a radio station is a lot 


REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 


more than programs and watts. There 
hasn't been a single Carolina emergency 
in 23 years that WBT hasn’t helped to 
lick. You'll find 3,593,000 people in our 
primary service area who show their 
appreciation by making WBT an inti- 


mate part of their daily lives. 
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CHARLOTTE « 50,000 Watts soy 
The South's Best Salesman 
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Fisher Brothers | 


Set Up New Car, 
Plane Company 


Detroit, Oct. 4.—Postwar plans 
of the four Fisher brothers to in- 
vade the automotive industry were 
partially revealed this week as an 
established motor firm, Nash Mo- 
tors Division, was granted WPB 
authorization to prepare car 
models. 

The Fisher brothers, who retired 
from General Motors Corporation 
amid a flood of rumors concerning 
their future operations, have or- 
ganized a new company to manu- 
facture and sell automobiles, air- 
planes, motor coaches and trucks, 
engines and bodies and other mo- 
tor products. 

Articles of incorporation for 
identical corporations have been 
tiled at Dover, Del., with the com- 
panies to be known as Fisher Mo- 
tor Car Company and “Fisher 
Brothers, Inc. Names of officers 
were not disclosed and need not 
be announced until Jan. 1, 1945, 
under Delaware law. 


Early in August it was an- 


ANOTHER OF THE 
NATION’S | 


LEADERS 


using the 
BLUE NETWORK 


Pioneer in progress, industrial 
giant, Ford is on The Blue 
Network Sunday through Sat- 
urday giving its Hallmark of 
Quality to the BLUE. 


HOW YOU CAN 
JOIN THE 


“BLUE BOOK” 


OF RADIO 
ON THE 


PACIFIC COAST! 


A mid-afternoon fifteen minute 
strip’ is available on the Pacific 
Blue Network of sixteen stations. 
Ask us to give you the details. This 
is more than an availability... it 
is virtually a franchise. 


New York + Hollywood 
San Francisco * Detroit + Pittsburgh 


Chicago + 


PACIFIC BLUE NETWORK 


only that we seek to protect our | organization. 
rights to manufacture under our | A. M. Wibel, vice-president of 
own name,” and that the brothers | Nash-Kelvinator Corporation, dis- 
service with General Motors, al-| have no immediate plans to set up| closed yesterday that Nash Motors 
though Lawrence and Edward} the company. |had been authorized by the War 
Fisher would continue to serve as | Announcement of the new man-/| Production Board to engage in 
directors. Joining with them in| ufacturing firm came on the heels| limited preparatory work in pro- 
the new venture is Charles T.|of rumors that the Fishers would| ducing experimental models of 
Fisher, another brother, who is| acquire an extensive interest in| civilian passenger cars. The au- 
president of Fisher & Co., holding| Ford; that they would combine a/|thorization involves initial expen- 
company which handles the family| number of smaller companies to|ditures amounting to $90,000 be- 
interests outside General Motors.| make a “fourth” big producer in|tween September and February, 
| the field; and that they would join| 1945. Production of war equip- 
| with Henry J. Kaiser, West Coast! ment will not be affected, he said, 
Robert C. Shields, secretary of | shipbuilder, in postwar 
Fisher & Co., said that filing of| tion. Mr. Kaiser has denied that|ited to planning engineers and 
articles of incorporation “means|he is interested in the new Fisher | technicians. 


nounced that William A., Law-}| 
rence P., Edward F. and Alfred J. | 
Fisher had retired from active | 


No Immediate Plans 


produc- | and workers involved will be lim-_| 
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‘Hudson Advances Three 


W. S. Milton, formerly 
Motor Car Company, has 
promoted to southwestern 
sional sales manager. He wij 
succeeded in the St. Louis 
by Neil C. Cunningham. (¢ 
McKellar, special 
on parts and accessory operat 


ing. 


| kee zone manager for Hudson 
|been advanced to sales man 


z0n 


manager at St. Louis for H))4 


Soy 


€e] 


represent: ti) 


has been appointed manage; <; 
parts and accessory merchan, 


C. A. J. Hadley, former Mil: 


In order to gain an idea of the problems facing mills 
in the post-war period and to get definite opinions on 
what the mills expect in the nature of machinery, 
materials and plant improvements, COTTON, Serv- 
ing the Textile Industries, conducted a personal 
interview study among various plants throughout the 
country. Interviews included executives, operating 
heads, commfssion houses, purchasing agents, engi- 
neers and research heads. Recorded here are typical 
comments. Copies of the complete study, minus any 
mill identification, available upon request. 
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\orthwest division at Chi- 


i lie will be succeeded at 


-ee by G. A. Schacht. 


weak Nam« Harmeier V. P, 
a A. G Harmeier, factory man- 


Bi 1 o| Kroger Grocery & Baking 
Cc roampany, Cincinnati, for the past 
tive 9g yeas, has been appointed vice- 
we nres +t in charge of grocery 
of wal turing for Sprague War- 
veg ner'- ny Corporation, Chicago. 


Vr. Hormeier will direct postwar 
' » on coordinating the com- 
grocery manufacturing fa- 


N. Y. Dept. of Commerce 
Appoints B. H. Gordon 


Benjamin H. Gordon, with the 
New York regional office of U. S. 
Department of Commerce since 
1942. has been appointed regional 
business consultant for New York 
state, northern New Jersey, south- 
eastern Connecticut and for Puerto 
Rico, succeeding Carl H. Henrick- 
son Jz, who has joined J. M. 
Mathes, Inc., New York. 

Mr. Gordon has been active in 
work with local and national trade 
associations and individual busi- 
ness firms on production and dis- 


tribution problems in wartime, an? | 


was instrumental in setting up 
with OPA the Retailers Economy 
for Victory Plan. He is a member 
of American Arbitration Associa- 
tion, Academy of Political Science, 
and liaison member assigned to 
the Joint Council of State Gov- 
ernments of the North Atlantic 
States. 


To M. H. Hackett 


National Airlines, Jacksonville, 
Fla., has appointed M. H. Hackett 
Company, New York, to handle 
advertising in the eastern area. 


Gets Smelting Account 


Houck & Co., Roanoke, Va., has 
been appointed to handle adver- 
tising for Virginia Smelting Com- 


pany, West Norfolk. Direct mail | 
and trade. publications will be}! 


used. C. N. Snead, formerly city 
editor of the Times, has joined the 
copy staff of the agency. 


Tone to Carborundum 
F. Jerome Tone Jr. has been 


appointed vice-president in charge | 
of sales of Carborundum Com-| 


pany, Niagara Falls, N. Y. 


~ 
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oe 
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“In Business Papers 
..- Look for this 
Seal of Integrity.” 


COTTON Paces the Trends 


COTTON’S circulation to all branches of the industry 
is now the highest in its history, and advertising cost 
per reader is the lowest in over 20 years. For reaching 
the buyers in the postwar textile market, COTTON’S 
circulation parallels textile activity in a way no other 
textile publication does. In the South, in New 
England, in Mid-Atlantic states, COTTON’S circula- 
tion is in direct proportion to the textile manufactur- 
ing in that section. 


Write today for booklet “Textiles Plan for Postwar.” 


PUBLICATIC 


IF you like to reach 
rich markets where 
spendable income is 
high—war or no war... 


IF you want complete 
radio coverage in one of 
the best of these markets 
—the East Texas - North 
Louisiana -South Arkan- 
sas region... 


IF you want that radio 
coverage to be not only 
available to, but welcome 
in, the homes of this 
area... 


v 


THEN USE A 


BIG 


STATION 


v 


TO COVER THIS 


KWKH 


0,000 WATTS - 


G Shreveport Times Station 


SHREVEPORT, LOUISIANA 


THE BRANHAM CO 
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If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—Z2nd in New England. With 
a minimum cost you reach 
urban and suburban popule- 
tion. 


independent Survey of Providence Bulletin 
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Parker Pen Builds 
for Postwar Sales 
of Record Volume 


New York, Oct. 3.—With its 
high-voltage advertising and a re- 
vitalized sales force paving the 
way, Parker Pen Company, a pio- 
neer in the field, looks forward to 
greater postwar sales than ever. 
Current plans call for construction 
of a new factory, perfection of a 
new pen and extension of its pen- 
cil business. 

The dramatic story of how the 
Janesville, Wis., company intro- 
duced style into a drab business 
and advertised extensively to 
build both domestic and export 


| markets is related in an article in 
| the October issue of Fortune, enti- 


tled “Pushing the Pens.” 
Few industries spend as much 
of each sales dollar on advertising 


as the $60,000,000 fountain pen in- 
dustry, and few pen companies 
spend as much as Parker, Fortune 
relates. Parker was first in the 
field to advertise regularly in na- 
tional magazines “and it hasn’t 
missed a month for more than 40 
years”; it was first to use spreads 
and radio; and it has spent more 
than ever on advertising in the 
past three years in the hope of 
selling more pens when the war 
is over. 


Brings Out Duofold 


Parker brought “look appeal” to 
its product in 1921 when Kenneth 
Parker, son of the company foun- 
der, George S. Parker, and Lucius 
Crowell, then executive vice-pres- 
ident of Blackett - Sample - Hum- 
mert, Chicago, decided to promote 
the new Duofold—an extra-size, 
red-barreled pen with a retail 
price tag of $7, high enough to 
scare most dealers who were sat- 
isfied with the conventional black 
$2.75 pens. 

A house-to-house canvass and 
local advertising in Chicago con- 
vinced them that a national adver- 


Ys owe above the winding Tennessee 
River, from the Adolph S. Ochs 
Observatory and Museum, the city of 
of Chattanooga stretches out deep into the 


horizon. 


This historic Point Park on Lookout 
Mountain overlooks the site of the Battle- 
field of Chattanooga, where occurred one 
of the epic battles in American History. 


Today, Chattanooga is covered by a 
more compelling force than this single anti- 
quated cannon. That force is WDOD, the 


ON THE GREAT LAKES OF THE SOUTH 
IN THE HEART OF THE TVA POWER EMPIRE 


WHERE NATURE AND IND 


1 Chattanooga 


FROM POINT PARK ON LOOKOUT MOUNTAIN 


FIRST station in Chattanooga . . . the 
station that has been out in front in this 
great market since 1925 (the beginning of 
radio in Chattanooga). 


A HOOPER-DOOPER 
HOOPER! (Meaning 
Clear Cut Superiority) 


Cc. E. 
MIDWINTER 1944 
STATION LISTENING INDEX, CHATTANOOGA, TENN. 


WDOD "B" "CC" Others 
MORNING INDEX 48.2 24.1 26.6 |.! 
(8 TO 12 P.M.) 
AFTERNOON INDEX 45.9 25.1 27.7 1.3 
{12 TO 6 P.M.) 
EVENING INDEX 43.2 35.5 19.3 2.0 
(6 TO 10:30 P.M.) 


HOOPER, Inc. 


ie ‘ A 
ISTRY JOIN HAND 


tising campaign was in order. 
Kenneth Parker finally “extracted’ 
$125,000 from a recalcitrant boarc 
of directors for the campaign. “By 
1923 Parker’s advertising budgei 
was almost quadrupled,” Fortune 
deciares. “In 1925 the compan) 
spent more than $900,000. By 192’ 
Duofold advertising was costing 
more than $1,000,000 a year.” 
The senior Parker built up Duo- 
fold exports until the new pen: 
eventually were advertised in 3! 
languages. Company sales _in- 
creased from $1,800,000 in 1920 to 
almost $5,000,000 in 1924, a 175% 
gain. Exports soared from $41,000 
in 1920 to almost $400,000 in 1924 
a gain of 1000%. Parker’s succes: 
brought a pen war, with W. A 
Sheaffer Company, Fort Madison 
Ia., introducing an improved 
model at $8.75 and breaking the 
monopolye in the high-price field 
But it never became a price war. 


‘51’ Is Success 


Parker kept very much in the 
running, spending huge sums or 
cesearch to develop the $8.75 
Vacumatic, which appeared on the 
narket in 1933 as the Duofold’s 
successor; and the $12.50 “51l,’ 
which came out in 1939. Supplies 
»9f this model are so short now 
-hat it brings black market prices 
of as high as $200 in China and 
(ndia. 

Parker annually spends around 
25% of sales for advertising 
and merchandising its Vacumatics, 
“51’s,” “51” ink and Quink. Of 
this 25%, about half is spent for 
salesmen’s commissions, traveling, 
show cases, display material and 
other selling aids. The other half 
is spent for newspaper, magazine 
and radio advertising. With the 
exception of 1931 and ’32, the 
company has paid a dividend 
every year since 1892 and dealers, 
with a markup of 40 to 50%, de- 
pending on volume, also have 
profited. 

The company is spending an un- 
precedented $350,000 on research 
this year to develop a new pen 


and plans to extend its pencil 
business, which up to now has| 
been carried along by the pens in| 
pen-and-pencil sets. 


Advertising Age, October 9  ig44 


Industry competition after th, 
war will be keen, it is indi ateg 
with Sheaffer, Eversharp, r. piqjy 
growing firm which is third |) the 
field, and David Kahn, long k Lown 
as the “Ford of the pen busi: ess» 
also planning to expand thei; 
plants. 

‘Trade barriers may present dif. 
culties, postwar, in the export 
field where before the war Parker 
controlled about 60% of the mar. 
ket. At home, the company ac. 
knowledges that some of its 20,099 
dealers have closed their doors 
and that selling techniques haye 
become rusty. About a third of 
Parker’s own salesmen have gone 
into the armed forces. Dealers! 
clerks, trained by the salesmen 
have taken more lucrative war 
jobs and may not want to seljj 
pens and ink after the war. 

Except for good will, the com. 
pany will start over after the war, 
according to C. L. Frederick, vice. 
president in charge of sales, 
Parker will resume, as soon ag 
practicable, its use of sales movies 
for dealers’ clerks, and publica 
tion of a monthly house organ for 
merly sent to dealers throughout 
the country. 


Appoints McDonald 

Roy M. McDonald & Co., San 
Francisco and Los Angeles, has 
been named Pacific Coast repre. 
sentative of Small Homes Guide. 


with industrial 
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By All Standards 


SCHENECTADY, of course, 


Yes, a neat little package... 


4 \ 


payrolls now totaling $1,644,- 


300.00 a week and average individual incomes 
amounting to $57.23. 


a smart little 


package all wrapped up in the Union-Star. 
Leader in City Zone circulatioa for over nine 
consecutive years, it's the number one choice 
of leading national advertisers. 


} KELLY-SMITH COMPANY 
i, National Representatives 
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What's Cooking: 


\ these swift war-paced years, many a young 
usewife-to-be is learning a lot of things she'll 
icmber when she plans her dream home. 


ample: she will demand, in her postwar 
XI 1, the same production-line efficiency she 
t ler job in the war plants. 


such developments underwav? Come with 
ieners and see: 


scent lamps which flood the room with 
d sunshine, eliminating shadows. 


freeze food locker, capable of flash-freezing 
serving fresh foods for months. 


erator with circular shelves rotating like a 
an; separate compartment to release ice 
dividually; doors of polarizing glass on 
nt plastics, door-control pushbutton which 
its the interior; extra coils for cooling the 
itchen, 


Counter-type range which operates entirely by 
dial-setting, capable of taking in a meal at 8 A.M. 
and having it piping hot at dinnertime without 
further attention; glass equipment and containers 
to afford visibility without opening doors. 


—Floors impervious to steam and water. 


-Garbage-disposal grinder which flushes waste 
down the drain. 


-Automatic dish-washer which sterilizes each dish 
with ultra-violet rays. 
Faucets controlled by foot pedals, leaving both 


hands free. 


Mixers, beaters, juicers, slicers, grinders, all out 
of sight until needed. 


And the whole production-line kitchen delivered 
as a single package, to install complete-on-one-wall. 


PUBLICATIONS, INC. * WORLD'S LARGEST PUBLISHER OF MONTHLY MAGAZINES 


The editors of Mechanix Illustrated have known 
about the above developments for months and 
even years, and have been reporting them as fea 
tures in our editorial columns. What's more, thes: 
features have been collected into a new $2.50 book 
Your World Tomorrow, which is selling by the 
thousands today. 


co 
1g 


The editorial strides of Mechanix Illustrated lave 
been signally recognized by advertisers. Our advei 
tising revenue, for the first 7 months of 1944. ex 
ceeds our total for the entire year 1943. 


* * : 
Fawcett Publications, Inc.—New York 78 i5sol 
Broadway... Chicago 1: 360 N. Michigan Avenue 
Edward fs Townse nd Co., Los Inge tes sf Pacifu 
Mutual Buildine—San Francisco 4, Russ Building. 


- MECHANIX ILLUSTRATED 


© 1943 Libbey-Owens-Ford Glass Company 
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Appoints McCord Co. 


Universal Battery Company, | 
Chicago, has appointed atrial 
Company, Minneapolis. 


OPA Will Fig ht Inflation 


in fy pa. secon Drive 


Advertisers and Store | 
Groups Are Enlisted 
in New Campaign 


New. York, Oct. 4.— The Office 
of Price Administration told gro- 
cery business paper editors here | 
this week of plans for a “grocer- | 
consumer anti-inflation campaign,” | 
intended to keep prices down dur- | 
ing the war and prevent them 
from spiraling after victory. 

“Almost half the inflation of the | 
World War I period occurred after | 
the Armistice,’ OPA explained. 
“For 20 months after World War | 


|I prices rose almost twice as fast | 


as during the war. A very critical | 
period in our price control pro-| 


| gram lies in the months immedi- | 
| ately ahead.” 


The present campaign, scheduled | 
to run from Oct. 1 to Jan. 1, said | 


J. Sidney Johnson of OPA, on 


leave from National Biscuit Com- 


pany, “has been developed in co- 


| operation with leaders in the food 


distributing trade. They have 
taken the initiative in agreeing to 
secure better posting of ceiling 


price lists, and to use the point-of- 


sale material offered free to help 
|'them do this job. 


Up to Distributors 
“OPA has agreed to discontinue 
the distribution of the miniature 
price lists with the number 1 and 
| 2-store and 3 and 4-store prices 
printed on them” during this 
period, “Consequently, the food 
| distributing trade has a consider- 
| able responsibility for the success 

| of effective price control.” 
Participating are the National 
| Association of Retail Grocers, 
| Super - Market Institute, National 
| Association of Food Chains, and 
| National-American and United 


With MILL & FACTORY... 
Of Advertising To The Man Who Isn’t There! 


1. Watch This Distributor’s Salesman in ac- 
and see why there’s not a chance of adver- 
tising to the “man who isn’t there” 
MILL & FACTORY. Bear in mind that he’s only 
one of the 1200 salesmen of 137 selected Industrial 
Distributors building circulation for MILL & 


tion... 


FACTORY. 


2. Having Carefully studied the list of key men 
in all the important plants in his territory with his 
boss, the Industrial Distributor’s salesman makes the 


Here’s why... 


when you use 4. 


Not a Chance 


Then he promptly sends this information to 
MILL & FACTORY. It’s information that subscrip- 
tion- or canvasser-sold magazines might be 
months, even years, in getting. He relays this 


promptly because the Industrial Distributor pays 


for all copies of 


MILL & FACTORY — and nat- 


urally can’t afford to have it go to ex-executives. 


most efficient check-back possible. He calls on every 


one of these key men — not just once in awhile, but 5. 
Sometimes weekly, sometimes oftener! 


regularly. 


For Tracking Down who's who in industry in 
terms of specifying and buying, you just can’t beat 


the Industrial Distributor. Most topflight advertis- 
ing men know this from experience. That’s why 


decisions! 


San Francisco 4, 
Angeles 13. 


. 


3. The Results: when there’s a personnel change 

..a key man quitting or being transferred to an- 
other job where he loses his specifying authority... 
the distributor’s salesman finds out about it at once. 


Not only that 
man is immediately. 


he also finds out who the new key 
He's got to... 


to get orders! 


they make a point of using MILL & FACTORY 
consistently —it’s their one sure way of reaching 
the men who make today’s—not yesterday’s — 


Conover-Mast Corporation, 205 East 42nd St., 
New York 17; 333 North Michigan Ave., Chicago 1; 
Leader Building, Cleveland 14. Duncan A. Scott & 
Company, West Coast Representatives, Mills Bldg., 


and Pershing Square Bldg., Los 


A CONOVER-MAST PUBLICATION 


States Wholesale Grocers associa- 
tions. Display materials, printed 
by OPA and distributed by these | 
groups, are an 8x1l0-inch cash} 
register pledge, 22x17-inch poster, 
18x4-inch over-the-wire banner, | 
4x17-inch banner for display over | 
the community price list, and an 
8x10-inch window sticker. All 


emphasize a “keep prices down” | 


pledge. 

Twenty -six national women’s 
organizations, men’s service clubs 
and other groups have enlisted in 
the campaign. Chief medium for 
this phase of it will be an “anti- 
inflation grocery list.” Consumers 
will be asked to use the list when 
shopping and “to talk frankly 
price ceilings in the store.” 


JWT Is Volunteer Agency 


Trade associations and _indi- 
vidual grocery product advertisers 
will sponsor trade paper ads show- 
ing retailers the advantages of 
posting ceiling prices. The War 
Advertising Council has prepared 
a book of ads which will reach all 
daily and weekly newspapers late 
in October. J. Walter Thompson 
Company is volunteer agency on 
this campaign. Food manufactur- 
ers will promote the campaign in 
November magazines. OWI has 
worked out special radio coverage 
for the three-month period, and 
on Nov. 15 will release a special 
15-minute movie on it produced 
by Metro-Goldwyn-Mayer. Dur- 
ing November and December 2,700 
24-sheet posters and painted bulle- 
tins will carry the message, “Let’s 
Team Up to Keep Prices Down,” 
and 100,000 copies of a 17x22-inch 
poster will be distributed to stores, 
office buildings, etc. Another 
anti-inflation message will appear 
on 50,000 car cards. 

Special material has been pre- 
pared for publications read by 5,- 
000,000 high school students. All 
of the media employed in the De- 
partment of Agriculture’s “Food 
Fights for Freedom” campaign 
will be devoted to anti-inflation in 
the three-month period. 


Finds Over-Ceiling Prices 


“About 40% of the money 
spent by the average family goes 
for food,” OPA pointed out. “At 
this critical time only slight addi- 
tional increases in food prices 
would .. . set off a disastrous up- 
ward spiral of wages and prices.” 
OPA has found in surveys over-| 
ceiling prices in 15% of city food 
stores, and “only about 30% of re- 
tail food stores display ceiling 
prices properly. .. While 36% of 
housewives think they are some- 
times overcharged, only half that 
number mention their suspicions 
to their grocers. A far smaller 
percentage report ‘uncorrected 
overcharges to their local boards.” 

Surveys also have shown that “a 
sizable number of both grocers 
and consumers feel that it is the 
government’s job to make price 
control work for their protection.” 

The new campaign is intended 
to “convince both the trade and 
the public that a democratic price 
control program cannot be entirely 
a government responsibility . . 
that it must also be an individual 
and community responsibility,” 


Advertising Age, October 3, 194, 
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BARGAIN SALE—To get more co 
sumers acquainted with frozen bake 
beans, Birds Eye-Snider, Inc., Ne 
York, is offering special prices in 70 
line and smaller size ads in newspapes 
of eight markets, mostly in the Eas 
The drive will run for a limited tim 
and the bargain price varies slightly i; 
markets further inland. Young & Rubi. 
cam, New York, is the agency. 


based on “mutual confidence and 


the complete elimination of reti- | 


cence about ceiling prices betwee 
the housewife and her grocer.” 


Biscuit Company 
Adds New Lines 


Burry Biscuit Corporation, Eliz 
abeth, N. J., is expanding its sp 
cialty baking and allied food line 
to include oral hygiene products 
household -deodorants, cOsmet 
and cleaning and polishing prep: 
rations. New products will 
marketed through two _ subsidi 
aries, Poly Clene Company an 
Lucident Company, using outle 
established by the parent compan 
for its food lines. 

This marks the company’s fourt 
expansion in little more than 
year. Other recent acquisition 
include L. M. Peterson Company 
Brooklyn, maker of wafers an 
canape cups; Simple Simon Foods 
Detroit, baking goods processot 
and Holtzman’s, Inc., Myerstows 
Pa., pretzel manufacturer. Rose 
Martin, New York, is the agency 


LAY-OUT MAN 
or YOUNG ARTIST 


who likes to make lay-outs 


—is wanted in art depart- 
ment, large manufacturer. 
Good pay and real opportun- 
ity working directly under 
one of the West’s most able 
commercial artists. Give full 
particulars, age, experience, 
family, draft status. 


Box 5126, ADVERTIS!NG 


AGE, 100 E. Ohio St., (h'- 
cago 11, Illinois. 


NEED | 
COVERS 


DO THIS! 


Get in touch with us as soon as possible — don't wait 
until you have worked out all the other details — be- 
cause stock is now the important thing. Very prob- 
ably, we can give you what you want, but it certainly 
won't be long before we'll have to offer less desir- 


able alternatives. 


Since deliveries take so much longer than formerly, 
we'd like to work with you while your requirement is 
still in the planning stage. In this way we'll help you 
find a practical solution to your problem —AND WE 


CAN STILL GIVE YOU GOOD COVERS. 


BEAVERITE PRODUCTS, INC. 


35 DE WITT STREET, BEAVER FALLS, 


NEW YORK 1) np 
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NATIONALLY KNOWN owerchandise finds liquor, drug and department store merchandise and transportation 


P ready buyers in Hawaii. And there are more people in Hawaii services. And let this map of Hawaii also remind you that the 
with money than ever before. There’s an amazing increase in newspaper to carry your message is the Honolulu Star-Bulletin. 
population, too. An estimate of civilian population based on In Honolulu where the concentrated population of Hawaii is, 
registration from the office of Civilian Defense which has been the Star-Bulletin has a carrier delivery to nine out of ten homes. 


released by the Honolulu Chamber of Commerce shows 319,000 
ss n !onolulu County alone! 


Although wartime circumstances may hinder you today from | I St [I ti 
2 I promotes Bihilech a suulint Ya: Weawieli, Boks Vitae yoss OMOLULU Ar-Waullecint 


Pos'ion in this profitable market through neglect. 
? | P ene | OVER 150,000 DAILY CIRCULATION : 
= Right now, Pin-Up Hawaii on your sales map. Let it con- a 
> Soy remind you that Hawaii is eager to buy food products, 


ng, household appliances, automotive equipment, tobacco, 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO SPECIAL SERVICE DEPARTMENT, 
ance ma HONOLULU STAR-BULLETIN, HONOLULU, T.H., OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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Never Underestimate the Power of a Woman! |! 
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Nor the Power of the Magazine Women believe in! 


Another maneuver worth watching these days is the 
descent of American women upon the newsstands when 
the Journal comes out. They succeed in cleaning out 


each successive peak allotment in less than two weeks. 


JOURNAL 


LARGEST AUDITED CIRCULATION OF ANY MAGAZINE 
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Ihe V¢. Pag- ass Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In 
orde? 
doe 
wee! 
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out from under his cloak of an- 
ty and emerges as one of America’s 
ominent direct-advertising executives, 
1: ll as a former president and board 
ciairman of the Advertising Federation 
America. Unhampered by secrecy, he 
ypes to make this department even more 
pful than it has been in the past—a 
for which he solicits the help of 
ery reader interested in direct returns 
tom advertising. ] 


(\Vith this issue “The Mail Order Man” 
T 


, 


BY ELON G. BORTON 
\dvertising Director, LaSalle Extension 
University 


‘9 Readers of ADVERTISING AGE: 


I want your criticisms, suggestions and 
id in making this weekly department 
nost helpful to you and to the advertis- 

g fraternity. I know well some phases 

f t mail order advertising, others I know 
bss well. You can help me fill in the 
weak spots and jerk me up when I am 
wrong. Together we can build the Pay- 
Off to serve us all. 

The purpose of the Pay-Off is to dis- 
cuss all forms of advertising that try for 
a direct response in inquiry or order— 
including direct mail as well as publica- 
ton, radio and outdoor advertising. It 
hopes to present proved principles and 
practical procedures and to illustrate 
these by actual cases, to tell of new de- 
velopments and to show interesting vari- 
ations. 

The job is not easy for there are sev- 


department, basic principles which have proved their value in mail 
advertising—and which are equally important to the advertiser who 
\t seek direct inquiries or orders—will be reviewed and discussed from 
‘o week. Pertinent case histories, queries and comments from readers 
»ited. Whenever possible they will be answered here. 


eral types of readers — the tyro who 
knows little or nothing about the subject, 
the expert, and the general advertiser 
who wants to get all the pointers he can 
for his own work. The expert mail order 
man wants the fine points and unusual 
cases, the tyro wants the basic methods 
and rules, and the general advertiser 
wants both interpreted from his angle. 

In the 30 articles so far I find we have 
discussed mostly publication mail order 
advertising, probably because I am most 
familiar with that in my own experience. 
There have only been a few articles on 
direct mail and radio and none on the 
more specialized media. But we plan on 
more of these, for direct mail and radio, 
especially, are potent vehicles for adver- 
tising that must bring direct, traceable 
results. 

You have watched this column now for 
some months. Is it what you want? How 
can it be improved? 

Tell me freely what you would like to 
see discussed, raise questions that bother 
you, send in interesting cases of your own 
experience, or tell us where we can get 
valuable cases. 

I will not be able to give you the an- 
swers to some of your questions but I’ll 
try my best to find the answers from 
others. I look forward to hearing from a 
lot of you. 

Yours for a helpful Pay-Off, 
ELon G. Borton. 

P. S. You can address me in care of 
ADVERTISING AGE or at LaSalle Extension 
University, 417 S. Dearborn St., Chicago 5. 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

— bordtinig to the note at the top of this 

col , this letter is supposed to discuss 

ne >b asic situation or point of view that 

vill be important” to you when you get 

back into advertising 
business. 


However, current is- 
ue of Life and 


Satevepost indicate 
that maybe these speci- 
ati are covering 
‘oo much territory and 
‘aking a lot for granted. 
“Je and the Post main- 
it a great per- 
, of you lads, 
v0€, are simply not in- 
terested in coming back 
} id routine of saying nice and the 
igs to clients, rewriting a piece of 

ilf dozen times or taking the gaff 

t branch sales manager who says 

ple in his town are different and 

read the newspapers which you 
ymmend and listen to the sta- 

ch your Hooperatings say they 


J. J. McCarthy 


fe and Post point out that a 
oft centage of you fellows in service 
a terrific yen for hauling back to 
Avenue, Rockefeller Center, or 
1 Michigan. In fact, you are 
about heading off somewhere 
the advertising centers and find- 
elf some job that will bring you 
{ quiet. 
ntly, Joe, as the surveys show, 
idy have had more than your 


quota of battles—both in the war and in 
advertising. That attitude of yours I can 
understand. 

Writing in the Satevepost, Kenneth 
Coolbaugh, senior administrative officer of 
the War Manpower at Harrisburg, Pa., 
states: “‘A recent East Coast War Depart- 
ment survey showed 40% of returned 
servicemen yearning neither for their for- 
mer jobs nor for their old communities.” 
Coolbaugh suggests that maybe the boss 
will have to lure you lads back. 

“The boss,” as Coolbaugh says: “is tell- 
ing the G. I. that his old job awaits; that 
the guy who took his place understands 
that fact. Firms are telling Joe that re- 
gardless of whether he wants his old job, 
he is wanted; and that if he aspires to 
something different than the job he had, 
they’ll do their best to help him to it. 
They are telling him, too, something of 
their programs for postwar expansion. In 
fact, they’re telling him: ‘He’s merely on 
leave.’ ” 

I do not know whether or not your par- 
ticular firm is doing the siren act in your 
direction. If not, it may be because boys 
in the office have been too busy filling the 
gaps which you and you and you other 
Joes have left in the organization to de- 
vote time to telling you how badly they 
want you back. Mentally, however, they 
all feel you are “just on leave” and 
you’ve got to come back home again to 
the office. 

It’s not a bad business—advertising. 
You know that. 

Before you start poking around for 
other fields to explore, come back and give 


advertising the once-over again. True, 
there have been some chanves in the busi- 
ness, but I think that you will agree that 
these changes have been for the better. 
The war has dispensed with a number of 
trivialities which worried you in the old 
days and introduced some innovations 
which you will like. For instance, the 
snooty collegiate chump, who _ conde- 
scended to be your office boy while learn- 


The Creative Man Corner 


None of the various classifications of 
advertising is more frequently criticized 
than trade paper advertising. And none 
here is more often called dull and stupid 
than media promotion. 

Unfortunately, much of it is incredibly 
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dull. The preoccupation of many leading 
magazine and newspaper publishers with 
competitive circulation and linage figures 
makes for advertising that is only a little 
less interesting than that of their brethren 
who have to be content with market data. 

However, there are publishers and radio 
chain and station operators who today are 
leaving the statistics quite properly to 
their salesmen and representatives and 
whose advertising compares favorably 
with the best in any field. 

Among newspapers, the Philadelphia 
Evening Bulletin is represented by a cam- 
paign that is excellent both technically 
and for its easy-to-remember single sell- 
ing arguments: “In Philadelphia—nearly 
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ing the business, has disappeared. In his 
stead has come the lovely alert gal trainee. 
You would be surprised what an effective 
difference these charming, ambitious train- 
ees make in in an advertising office. Drop 
around and see for yourself, Joe, on your 
next furlough. 
JOHN J. McCARTHY, 
Vice-President and Director, McCann- 
Erickson, Inc., New York. 


everybody reads the Bulletin.”” Who could 
buy space in Philadelphia without check- 
ing first on that claim! 

In the magazine field we have the bright 
campaign of the Ladies’ ,Home Journal 
which sits serene upon its circulation 
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leadership and points again and again, 
humorously and well, to the “power every 
woman exercises.” 

CBS advertising of both stations and 
network always is smartly and forcefully 
done, and the regular column entitled 
LISTEN is as carefully planned and writ- 
ten as anything in advertising. 

The fact seems to be that these and a 
half dozen other advertisers in the field 
(Buffalo Evening News, Cosmopolitan, 
True Detective, Life, WOR, KFI), some- 
how have come to know that advertising 
to advertising people is very much like 
advertising to any one else. 

You have to be interesting. 

And you have to make a point. 
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BUILD A GOOD 5c NEWSPAPER 


The New York Post is represented 


( 


Advertising Director 
Adv. Manager 


National 


by its own National Sales Staff 


75 WEST ST., NEW YORK 6, N. Y. 


Mary 


McClung 


Ed Kennelly 


WOMEN 


|user of air space. 


|mitters on the air (and use up a 
|big segment of the spectrum) if 


|the early postwar years. 
|questing a 25% increase in room 


lean, but 
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Gov't Stresses Need for Room 
in Postwar Radio Spectrum 


Washington, Oct. 5—Smoulder- 
ing beneath the surface when the 
Radio Technical Planning Board 
advised the FCC to establish 75 
channels for FM and 30 for tele- 
vision last week, was a definite 
conviction on the part of each 
medium that it was somehow 
being short-changed in the all- 
important assignment of space for 
postwar development. 

FM people complain that tele- 
vision has imposed on them by 
demanding 30 channels in the 
heart of the most valuable band 
in the spectrum, but both media 
are united in charging that the 
military has staked out an un- 
pardonable mass of prized fre- 
quencies for the exclusive use of 
the government. 

On the other hand, it must be 
remembered that the public has a 
tremendous stake in the division 
of the. radio channels, and there are 
legitimate arguments for exercis- 
ing caution in handling the de- 
mands of commercial interests. 
Just one example is international 
shortwave broadcasting, an un- 
profitable enterprise and wasteful 


Yet Uncle Sam may have to 
keep a battery of shortwave trans- 


our present allies decide to em- 
bark on ambitious international 
propaganda campaigns after the 
war, and shut our ideas out of 
their local stations and newspa- 
pers. 

Government has important civil 
uses for radio, such as forest fire 
watch stations, and in addition it 
will almost certainly need select 
frequencies if the Army and Navy 
are to develop and maintain a 
multitude of electronic weapons in 
In re- 


for amateurs, the services appear 
piggish, yet they argue convinc- 
ingly that amateur radio has pro- 
duced many refinements of the 
art, and many excellent techni- 
cians. 

Me oR % 


Big Stick: Government surplus 
property salesmen want to sell 
brand name goods back to the 
original producers whenever they 
evidence accumulates 
that firms may find markets | 
loaded with their product after 
the war unless they lose no time 
getting to Washington to work out | 
disposal plans with the proper | 
authorities. Though Treasury Pro- | 


By STANLEY E. COHEN, Washington Editer 


July and August, 1943, cost the 
taxpayers $12,979,868. 
* oe a 

De or In Flation?: As OPA 
people see it, the V-E Day pricing 
problem, from the government 
point of view, is centered in dur- 
ables, for an inflationary trend in 
the price of automobiles, radios, 
and other items returning to the 
markets after long absence is evi- 
dent. On the other hand, pricing 
officials talk about deflation in 
soft goods such as textiles, since 
the public will be reluctant to buy 
war quality goods available in 
stores at this time. Use: With 
manufacturers using plastics to re- 
place good old metal gadgets and 
items that housewives used before 
the war, many people have come 
to think of them as ersatz or in- 
ferior materials—which seems to 


pose a job for someone’s sales de- 
partment. However, the Bureau 
of Standards and the Navy an- 
nounced this week, with glee, that 
it is now possible to produce 
plastic binoculars for military use. 
A superior product, the plastic 
binocular is rugged, compact, and 
exceptionally suited for special 
service, such as amphibious land- 
ings, where it is subject to immer- 
sion in the ocean. 
* * a 


Backbone: The Oilcloth makers 
stood up and talked back when 
agents of the Foreign Economic 
Administration decided this week 
to take a larger share of the oil- 
cloth output, for export to those 
areas of the world where FEA 
operates. Noting that oilcloth pro- 
duction has been badly crippled 
by the shortage of oils, manufac- 
turers urged that the FEA plan 
be dropped because output now can 
not replace depleted stocks of re- 
tailers. In Passing: We note that 
ex-OPA bugbear John K. Gal- 
braith, whose name is synony- 
mous with grade labeling in cer- 
tain Congressional circles, is now 
an editor of Fortune. Boom: 
American baby crop topped 3,000,- 
000 in 1943 for the first time in 


| 
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history, Census says. Red 
Utilities want WPB res. ig.?® 
relaxed all down the lin. af, 
V-E Day, but the entire i: dy, 
agrees that WPB should © ni; 
to designate who is enti'leq , 
preference for telephone ep, 
for several months thereafio; B 
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“ — but WFDF Flint 
ports a tire shortage bac 
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99.2% . 
$15% . 
49.6% . 
34.7% . 


- « . earn over $3,000 a year 


X-RAY* OF POPULAR MECHANICS READERS 


. own their own homes 


carry life insurance 


are skilled workmen 


WANT MEN WITH | 


|curement promises not to dump | 
junreasonable quantities of brand | 
iname items, officials are deter- | 
|mined to get a fair return for) 
| what they sell, and they will resort 
|to other outlets when manufac- 
|turers fail to make an attractive 
|offer. Brain: Marion B. Folsom 
|}of Eastman Kodak, who master- 
minds the reports of the House 
Postwar Committee, has worked 
|}out a 21-point social security pro- 
gram for the U. S. Chamber of 
Commerce. 


% Some of the Factual Highlights 


in the new 44-page book “X-ray 


ee 


ofa Popular Mechanics Reader”. 


During the past 5 years, 
Popular Mechanies’ rate 
per page per thousand 
has never 


Send for your FREE copy now. 
Popular Mechanies Magazine, 


200 E. Ontario St., Chicago LL, IIL. 


% ok 


| Figures: With all the forms 
WPB has collected, it has no sta- 
tistics on commodities such as 
automobiles, washing machines 
and so forth. Now WPB is talk- 
ing about “reconverting” its sta- 
tistics by eliminating many re-| 
ports on raw materials, and start- 
ing commodity series which will} 

give the industry divisions an in- 

sight to the flow of consumer f\ 
goods during the early post-V-E 

Day period. Job: The Census Bu- 

reau will need 25,000 enumerators 

to interview the estimated 6,000,- 


exceeded 


S50 


000 farm operators who will be 
tallied in the 1945 Census of Agri- | 
culture. The Census will collect 
basic information on the number 


of farms, acreage, crops, livestock, 
farm labor and other items re- 


lated to operations. Prosperity: 
PS q Postmaster General Frank C. 
at Walker enthuastically reports that 


his department made a profit of 
$6,495,203 in July and August, the 
two traditionally lightest months 
of the postal year. Losses during 
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the buck to government, 


nat se, phone companies escape 


ibility for doling out serv- 


* * * 


choest When we ask when shoe 
+ ng will end, OPA says the 
las ne who wants rationing 
ene. is the shoe manufacturer 
} ‘. Under rationing a manu- 
--er ean limit the number of 
chi he gives any one customer. 
wip ut rationing he is at the 
me! of the big customer who 
nizh. otherwise threaten to take 
sis | usiness elsewhere. Penalty: 
,meriean firms doing business in 
Brazil must pay a special 10% 
ax on the profits of their Bra- 
ian offices, whether or not the 
sroits are remitted back here. The 
o> is in addition to the 8% tax 
pvied on all firms doing business 
n Brazil. Information: The CIAA 
jas produced a series of colorful 
jooklets outlining the resources 
ind culture of Latin American 
tepublics. They are available 
rom the Superintendent of Docu- 
vents here. Change: James Fol- 
er, former president of J. A. Fol- 
rer & Co., San Francisco, has 
aken over as head of WPB Field 
yperations in place of ex-General 
Mills President Donald D. Davis. 


Newsprint: Publishers were dis- 
turbed to learn last week that 
there is little likelihood that nor- 
mal imports of newsprint from 
Finland can be restored after the 
war. Under the recent Russo- 
Finnish peace the Finns are obli- 
gated to ship the bulk of their 
pulp and paper to Russia for many 
years. WPB officials also warned 
that Sweden will not be able to 
provide much paper or pulp for 
the United States, although it may 
relieve us of foreign commitments 
for paper. Homeward: Jean F. 
Carroll, assistant to the general 
imanager of Kroger Grocery & 
Baking Company, has resigned as 
director of food pricing at OPA 
after two years of service here. 
Sale: Chevrolet has purchased 
789 machine tools from RFC. 
Averaging 22 months in age, the 
tools were sold for approximately 
61% of cost. Punishment: A Dis- 
trict of Columbia judge slapped 
$800 in fine on six local bakers 
who violated the War Food Ad- 
ministration order requiring en- 
richment of bread. Issue: News- 
paper Industry Advisory Commit- 
tee devoted considerable discus- 
sion to a recent WPB order direct- 
ing that paper for servicemen’s 
editions be counted against the 
newspaper’s quota, regardless of 
who did the actual printing and 
distributing. The committee de- 
cided the directive should be re- 
voked, and that servicemen’s edi- 
tons should not count against 
newspaper quotas when they are 
produced under some one else’s 
commercial printing quota. 


WANTED 
ACCOUNT EXECUTIVE and 
PUBLIC RELATIONS WRITER 


|. Our “Reving” Account Executive 
has been assigned specifically to 
the handling of a large account; 
so we again need a man with ex- 
perience and versatility to pinch 
hit in any creative section of the 
business. This ‘Peak Whittler’s’’ 
ob is interesting because of va- 
riety of work. Must be good writer 
end be able to get along with 
-ople. 


2, We also need experienced writer 
© our Publicity or Public Rela- 
ons Department. Must be able to 
g up news and have ability to 

vanslate into authentic articles for 
tional ~magazines, newspapers 
d trade papers. Knowledge of 
‘ce Methods and Office Equip- 
nt Machines would be most 
ipful. Should have some back- 
ound of newspaper reporting 
d writing. 


P make application complete in 
fi ‘tter giving education, religion, 
e ence, age, draft status, salary 
Sro et, photograph, samples and 
fv details you wish to send. Re- 
Pi held strictly confidential. 
THE 
2ISWOLD-ESHLEMAN 
COMPANY 


Advertising Agency 
val Tower, Cleveland 13, Ohio 


GMA Meets Nov. 20, 21 


Current war-inspired and post- 
war problems will be considered 
at the annual meeting of Grocery 
Manufacturers of America, in 
New York Nov. 20 and 21. Among 
topics to be discussed will be plans 
to reassimilate returning service- 
men. A scientist, chosen by an 
independent committee of scien- 
tists, will be presented the GMA 
award for greatest contribution to 
the field of nutrition. 


Paper Heralds Campaign 

Using banner headlines to an- 
nounce its newspaper campaign 
for Philadelphia blended whisky, 
Continental Distilling Corporation, 
Philadelphia, has distributed a 
four-page newsprint issue titled 
“Philadelphia Daily News,” to dis- 
tributors and retailers. Second 
and third pages show reproduc- 


tions of the 300 and 600-line ads 
which are appearing in 274 news- 
papers, The papers are listed on 
the fourth page. 


Silex Gets Up Steam 


for Electric Iron 

Large-size ads in color will ap- 
pear in December issues of four 
national magazines and the New 
York Times magazine section to 
promote a new feature of Silex 
Company’s automatic electric 
steam iron—steam protection made 
possible by a horizontal sheath of 
steam over the entire ironing sur- 
face. The company reports that, 
because the iron moves on a 
cushion of steam extending from 
tip to heel of the iron, fabric can- 
not be scorched, melted, or stuck. 

Ads will run in Ladies’ Home 
Journal, Parent’s, True Story, 
Woman’s Home Companion. Grey 


39 
Advertising Agency, New York,|the increase in consumption of a 
handles the account. number of canned items, including 


——___—— fruit juices and beer, Mr. O’Brien 
Pennock to Basford predicted that steel-and-tin con- 
S. A. Pennock, 


enasiptict in itainers will have a “very impor- 
automotive om oy sales tant place in the postwar world.” 
and adv ertising for more than 12) 
years with various oil companies, | 
automotive jobbers and chain 
stores, has joined G. M. Basford 
Company, New York, as an ac- | 
count executive. 


Canned Goods Supply Up 


F. J. O’Brien, president of the 
Can Manufacturers’ Institute, told 
the organization’s board of gover- 
nors at a recent meeting that the 
War Food Administration’s release 
from rationing lists of all major 
canned vegetables except tomatoes 
foreshadows the “return of canned 
goods to the grocer’s shelves in 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION'S GREATEST INDUSTRIAL AREA 


near-normal quantities.” Citing 


TO THE E ADVERTISING 


AGENCY EXECUTIVE 


WHO HAS NEVER — 


The things that happen to woolens in water 


shouldn’t ! 
the war there 


And chemistry says that after 


will be woolens specially 


treated to prevent shrinking. 


This is only one of the amazing new things 


promised in textiles and apparel, 


once 


known methods are applied in a practical 
way. Changes developed to meet war’s de- 
mands bring us to the edge of a new world 

. a world of planes, plastics and miracle 


processes. 


New ideas, new discoveries for 


improving fabrics — a whole new future 


opens to fashions. 


It is a story packed 


with extra advertising value and super 


sales appeal. 


are needed. Few tool changes are neces- 
sary. It is mainly a conversion to different 
kinds of materials, and this can be done 
almost overnight. 


The way these facts about fashions and 
fabrics are brought to dealers can deter- 
mine whether manufacturers and whole- 
salers accomplish the stellar success these 
new selling features will bring if rightly 
promoted. 


America’s second largest industry always 
has had too little representation in national 
trade and consumer advertising. While 
many agencies are doing notable jobs for 
textile and apparel clients, comparatively 
the number is small because this 7-billion- 


To tell this story for best results, manu- 
facturers of textiles and apparel need the 
type of agency-directed national advertis- 
ing which will be used by other major in- 
dustries competing for the consumer dollar. 


A timely fact for agencies to remember is 
that textiles and apparel will be among the 
first to get back into full peacetime pro- 
duction. 


Conversion is no special problem in this 
industry. No great plant readjustments 


dollar field is so much larger than most in- 
dustries. The opening here for your new 
business department is now greater than 
ever. Agencies will find it most profitable 
to contact manufacturers for a definite 
selling program to start now or to get 
underway the minute you hear the Victory 


signal. 
LW fe 


omens Wear Daily 


The Retailer's 


Fairchild 


WOMEN’S WEAR DALY @ DANY NEWS RECORD @ RETAILING HOMEFURNISHINGS @ MEN'S WEAR @ CHICAGO APPARELGAZETTE 


Natienal Newspaper 


Publications 


FAIRCHILD'S TRADE DIRECTORIES 
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Champagne Copy Clicks 

To the Editor: Here is our bid 
for honors in getting the quickest 
results from any advertising cam- 
paign yet launched. 

Herman C. Morris, president of 
this agency, was lunching with 
Martin Lefcourt and Maurice 
Greenberg, president and _ sales 
manager of the Eastern Wine Cor- 
poration, maker of Chateau Mar- 
tin champagne, and discussing a 
new program for that organization. 
During the course of the discus- 
sion, Mr. Morris showed them one 
of the large four-color layouts in 
the campaign. Not only Mr. Lef- 
court and Mr. Greenberg saw 
them, for with a little craning of 
their necks occupants of nearby 
tables also got a good view. 

The two seemed a little hesitant 
to accept this layout and Mr. Mor- 
ris was in the process of further 
explaining it when events proved 
more eloquent than any of his 


This department is a reader’s forum. Letters are welcome. 


nearby table ordered champagne, 
and one of the gentlemen at their 
table added, “And be sure it’s Cha- 
teau Martin.” As the trio looked 
on in amazement, the waiter 
brought the champagne and one 
of the men very pleasantly pointed 
to the bottle, lifted his glass to the 
three, and then smacked his lips 
in satisfaction after he had fin- 
ished. Then, speaking directly to 
the trio, he said, “The Champagne 
looks so good in the advertisement, 
I just couldn’t resist ordering it.” 

Needless to say, Mr. Morris got 
a speedy okay on the entire pro- 
gram. 

GEORGE L. GREENWALD, 
H. C. Morris & Co., New York. 


meow 
Permission Granted 
To the Editor: We are very 
grateful to your Creative Man for 
devoting his Corner in your Sept. 


4 issue to our advertisement for 
the electric companies, “The Case 


May we please have your per- 
mission to reproduce his comments 
in a bulletin of interest such as 
we regularly send to the 170 com- 
panies in this program? 

KENNETH W. SLIFER, 
N. W. Ayer & Son, Philadel- 
phia. 
yy FF FY 


Cites Selling Force 
of Public Relations 


To the Editor: Your “Pony Edi- 
tion” is fine, and is an important 
link with the business most of us 
want to return to. No suggestions, 
just keep ’em coming. 

I notice under “What They’re 
Saying .. .” in the August issue 
that Fred Gamble of the Four A’s 
says “there are three main selling 
forces on which postwar prosper- 
ity largely will depend: personal 
salesmanship, sales promotion and 
advertising—” 

Let Mr. Gamble not overlook 


words. Two couples seated at a|of the Crumpled Letter.” the most important of all—public 
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Complete Coverage in Troy 
at ONE “LOWER” RATE! 


Yes, newspaper circulations all 
over the country are hitting new 
all-time highs. 


In Troy, The Record Newspapers 
are particularly proud of their lat- 
est circulation "all-time high," for 
again it shows approximately the 
same percentage of increase it has 
each year for the past seven years! 


No sharp circulation peaks due 
to momentarily news hungry read- 
ers are indicated in The Record 
Newspapers’ circulation graphs. All 


TROY 0 
TRON Ti 


increases are steady . . . continu- 
ous, over a seven year period—a 
certain sign of healthy progress 
and complete acceptance by the 
123,000 consumers in The Troy 
A. B. C. City Zone. 


You can tell your sales story in 
this market to “everybody” 
through The Record Newspapers 
alone, Troy's only dailies. They 
give you COMPLETE coverage at 
ONE "lower" rate of only 12c¢ per 
line. 


TIMES RECORD | 


relations! This sadly neglected 
field is in for a lot of activity when 
we return, on the premise that 
you have to know people, and see 
that they really know you, before 
you can really do business with 
them. 

The returning serviceman has 
learned a lot about people and 
human nature, from “a melting 
pot” association, and advertising 
will find his experience well worth 
while. 

We are only doing half a job if 
we overlook this testing and study 
of the people we are trying to sell. 
What do you think? 

Lr. ArtTHUR J. MoTT, 
Bradley Field, Conn. 


7 a 
Getting Ready for 
Servicemen’s Return 


To the Editor: Your editorial in 
the Sept. 25 issue of ADVERTISING 
AcE, “Our Boys Are Coming 
Home,” is most interesting and ef- 
fectively expresses our thinking, 
too. 

We are doing everything pos- 
sible to prepare for the return of 
our boys in the armed forces, and 
feel certain that if each manufac- 
turer felt this matter to be a per- 
sonal and individual one, the threat 
of depression and inflation in the 
postwar era would be no more 
than a threat. 

J. F. SAcHs, 


Advertising Manager, A. Stein 
& Co., Chicago. 


Follows News Breaks 


To the Editor: I am enclosing a 
photograph of a painted bulletin 
display carrying a rather unusual 
piece of copy. 

This copy is appearing on over 
60 displays throughout New Jersey 
and has caused quite a consider- 
able amount of comment. 

The copy was first painted with 
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article for use in “The H ++ 
Agent,” our monthly magaz »¢ ;, 
our field sales organization. De.). 
ing with Ensign Spencer ,) 
servations on new techniqu 
will be necessary in selling 
war market made up of m llip, 
of ex-servicemen, this ar jc}, 
seems to us to contain so my, 
good, sound “sales-sense” th, 
we believe its high points may }; 
of considerable interest to map 
of your readers. According|y. 
are quoting the following ex: erp, 
for publication: : 
“Are you on your mark ac 
cept the passing from the Amerj. 
can scene of one of our greg 
legends—high-pressure salesman. 
ship? The sailor, soldier an; 
marine home from the 27 sea; 
Tokio and Berlin will be sick ¢ 
death of orders, commands an 
directives. One of the first thing 
he will want to do is to reasser 
himself as an individual. A mos 
satisfying way of doing this wij) 
be to say ‘No’ whenever he fee] 
like it. The high-pressure sales 
man is going to have his trouble 
trying to cram anything dow 
these men’s esophagi! Conversely 
the salesman who can arouse th 
desire to buy with redson and cay 
state his case so that the prospec 
is placed in the position where he 
is making a choice, will do nicely 


ford 


OD- 
that 


and sales presentations? This wil] 
apply chiefly to individual pros. 
pects. The serviceman has be. 
come accustomed to buying stand. 
ard, nationally - known product 
for substantial discounts in ship’ 
service and PX stores. This i 
bound to make him more price- 
conscious than ever. 


“Now is the time to marshal 


“Are you set to take advantage 
of changes in sales opportunities 


and rehearse the facts of the bene- 
| fits of quality. It will be difficult 
|for a fixed-price druggist to con- 


Seen & AL®. 


LISTS PLACES—Painted bulletins appearing in New Jersey for Breidt's beer 
follow the war by listing names of places prominent in news of the armed forces. 


the names Anzio, Cassino, Truk 
and Hollandia on the newspaper 
and has been changed regularly as 
various other names have made 
the news. 

Since Gen. Patton broke out of 
Normandy it has, of course, been 
rather difficult for us to keep up 
with him. 

We hope before long to have a 
complete set of German and Jap- 
anese names on these displays. 

W. V. McCarren, 

Sales Department, United Ad- 

vertising Corporation, New- 

ark, N. J. 


Asks New Techniques 


in Postwar Selling 


To the Editor: One of our men 
now serving in the nation’s armed 
forces—Ensign Richard H. Spen- 
cer, USNR—has just sent us an 


vince the ex-serviceman that his 
tube of ‘well-known’ toothpaste a! 
25c is worth more than the same 
tube which cost 19c in the Navy 
and can be purchased at the cut- 
rate ‘druggist’ for 21c. 

“One way to get your sales ideai 
across will be to enlarge you 
vocabulary to include terms wit 
which the serviceman is familia 
(incidentally, the newspapers w!t 
give you all the words you need 
Tell him you are sure he doesn‘ 
want just ‘G. I. issue’ but rathe! 
something tailor-made. You wu 
be helping him understand whi! 
you are driving at. It wil! help 
you, too, because it will ge! you 
away from the stilted, tec!nica 
terms that are so difficult to kee! 
out of selling language. 

“In the Navy when a n Is 
striking for a petty officer’s »:ting 


and the right to wear the coveted 
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this motto is impressed 
m: ‘Know yourself, know 
n, know your job.’ Change 
) ‘prospects’ and we have 
ng to strike for.” 

H. J. GRAHAM, 
Promotion Department, 
ord Accident and In- 
ity Company, Hartford, 


no arr 


, ar. i 
The Wrong Time? 
he Editor: Is the illustra- 


tio the Gruen Watch Company 
adc tisement shown in the “Pho- 
toraphie Review” of your Sept. 


Lf 


95 ic-ue the work of an artist who 
faics commercials and wants to 
et on with the show? 

‘ is it the perpetuation of the 
pisurely watch which used to 
in front of watch-makers’ 
“Or was the artist’s watch sim- 
‘ly two minutes fast? 

Tn any case, it misses the breath- 
pss passing of seconds which pre- 
ede the opening of a big radio 


Strange that such a prominent 
lip should have occurred in an 
lustration so dramatic! 

PAUL THOMPSON, 
Advertising Manager, Sher- 
man Paper Products Corpora- 
tion, Newton Upper Falls, 
Mass. 


Brown Shoe Promotes 
White and Cornwell 


A. G. White, advertising man- 
ager of Brown Shoe Company, St. 
uouis, has been promoted to pub- 
lic relations di- 
rector of the 
company, man- 
ufacturer of 
Buster Brown, 
Air Step, Rob- 
lee, Naturalizer 
ind Forest Park 
hoes. 

Franklin J. 
‘ornwell, as- 
sistant advertis- 
ng manager. 
for the past 
seven years, 
succeeds Mr. White as advertising 
manager. The company currently 
features Buster Brown shoes on a 
coast-to-coast 52-station program 
tarring Smilin’ Ed McConnell. 
ther brands are promoted in full- 
page color schedules in Life and 
ther magazines. Leo Burnett 
Company, Chicago, is the agency. 


F. J. Cornwell 


Hass to Greenfield 


_ Henry Haas, recently discharged 
Irom service and formerly asso- 
ciated with a Philadelphia agency, 
has been appointed publicity and 
advertising director of Albert M. 
Greenfield & Co., New York hotel 
ind — building management 
organization, 


Hart Joins S&M 


ay vlickey Hart, formerly with the 
Blue Network, has joined Sher- 
man & Marquette, New York, as 
‘ssistant to the vice-president. 


» Women While 


y rey oung 


» GIRESCOUTS 


treet, New: York x7 


ng with us! 


225,000 ABC! 


® OF TH? YOUTH GROUP 


Baldwin-Hill Appoints 
Baldwin - Hill Company, Tren- 
ton, N. J., maker of home and in- 


named Doremus & Co., New York, 
to handle advertising of both di- 
visions. 


Alta Names Hartman 


zines and radio 


dustrial rock wool insulations, has| S§malley Forms Agency 


Jack Smalley, former manager 
of the Hollywood office of Batten, 
Barton, Durstine & Osborn, has re- 
signed to head his own agency, 
Smalley, Levitt & Smith, Los An- 

Alta Vineyards Company,|geles. Other members of the firm 
Fresno, Cal., has named L, H.|are Charles Levitt, formerly OWI 
Hartman Company, New York, to| Program manager in Washington, 
handle advertising of de luxe re-| Who is vice-president and general| tively, of Howland & Howland, 
serve and Mattei V. S. R. wines, | Manager, and Ray W. Smith, man- 
and St. Charles brandy. Plans in-! ager of the Los Angeles Downtown 


clude use of newspapers, maga-| Business Men’s Association, secre- 
| tary-treasurer. Offices will be in 
the Park Central building. 


Add Mulford, Diehl 


George Mulford, formerly with | 
Scripps Howard Newspapers, New | 
York, and William A. Diehl, for-| 
merly with Reynolds-Fitzgerald 
and Lorenzen & Thompson, Chi- 
cago, have joined the New York 
and Chicago sales staffs, respec- 


Inc., and Theis & Simpson Com- 
pany, New York, recently merged. | 


Holeproof Hosiery 


Milwaukee, has appointed the Chi- 
cago office of Ruthrauff & Ryan 
|to direct its advertising. 


Holeproof Appoints R&R 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


ty ARTK 


S1GM CO. LIMA, ONIO 


POLITICIAN 


Listen for five minutes in almost any 
train, bar, living room, or barbershop, when 
there’s a political discussion going on. 
You'll hear somebody doing a job on busi- 
ness or labor, on politicians or professors 
. painting them blacker than Beelzebub 
himself. You can fairly smell the brimstone. 
And maybe you'll notice this odd fact, 
too: the less the speaker knows about the 


people he or she is criticizing, the more furious 
and blistering the comment is apt to be. 


Nobody hates business as much as people 
who have never worked in business. 

Folks who don’t bother to vote are the 
most contemptuous of politicians. 

Businessmen who have never read what 
the professors are really saying are surest 
that nothing they say makes sense. 

And it’s usually ladies and gents who 
never had a labor problem bigger than a 
cook who see hooves and forked tails stick- 
ing out of factory workers’ overalls. 

If you know a lot of people of all kinds, 
you aren’t likely to hand down these easy 
black-and-white judgments. 

You see (as all of us do when we think 
about it) that most Americans—business- 
men, politicians, farmers, factory work- 
ers, professors—are decent, honest citi- 
zens, that they have their share of self- 
interest, but all of them have contributed 
mightily to the growth and strength and 
prosperity of America. 


in short, no group wears the devil’s clothes. 
But the danger is we may think some 
particular group does—and insulate ourselves 
from all the writings, pronouncemerts, 
opinions of any individual in that group. 


| 


What kind of clothes 


does 


And thus Americans may deny them- 
selves the help of many intelligent, experi- 
enced people at a time when our country 
needs all the mindpower it can muster. 


Problems like today’s don’t need heat— 
they need light. 


They need light from more than one 
source .. . more than one newspaper, mag- 
azine, or book. They need the pleasant 
mellow lamp-light of the fellow who agrees 
with you .. . and the disagreeable blue 
search-light of the fellow who doesn’t. 


Most of all, they need the daylight that 
shines through the clear windows of fact. 
Facts about our present economic situation 
in the light of our own past experiences and 
that of other nations. Facts about the great 
experiments that have worked and the ones 
that have failed. Facts about labor and busi- 
ness—about political theory and practice. 

Are you getting these facts? Are you being 
stimulated by the sparks that jump from op- 
posite poles of thinking? 

Is your mind a source of light to your 
friends and your country . . . or of heat? 

For instance: 

Have you read Eric Johnston’s ‘*Warning 

to Labor and Management’’? You can get 

it in bulletin form from the U.S. Chamber 
of Commerce. 

Is Frederick Hayek’s **Road to Serfdom,”’ 

(Chicago University Press, 1944), a part ot 

your information on economics? 

Have you looked into Teller and Waring’s 

**The Small Farmer Looks Ahead,’’ pub- 

lished by Harpers? 

Or that comprehensive book on labor and 

its problems, **The Dynamics of Industrial 

Democracy’? by Clinton S. Golden and 

Harold J. Ruttenberg (Harpers, 1942)? 


"Sy > 
BIG BUSINESS 


devil wear 7 


TIME believes America’s greatest 
need, now and in the coming years, is for 
the sovereign people to make up their minds 
and speak them out. 


To do so, citizens must keep them- 
selves informed. So, in advertisements like 
this, TIME is seeking to encourage wide 
thinking and reading not only of the news- 
papers and TIME, but also of books and 
periodicals that argue the cases and advance 
the causes that are in the news. 


For TIME’s own future is unalterably 
linked to a U.S. citizenry deeply concerned 
about public affairs—to a nation insistent 
upon seeking the truth and learning from 
recorded experience. 


This is the seventh advertisement in a series 
TIME is publishing to get more Americans think- 
ing about the problems we must face after the war 
is won. This reminder that the problems of the 
1944 presidential election can be solved wisely 
only if the electorate keeps an open mind, is ap- 
pearing in more than 40 newspapers and maga- 
zines all across the country. 


HH 


| < : 
The weekly NEWSMAGAZINE 


9 ROCKEFELLER PLAZA, NEW YORK 20 
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Magazines of Industry 


Names Johnson, Kershaw 


Richard B. Kershaw, formerly 
with Newsweek as copy chief and 
assistant circulation manager, has 
been appointed direct mail promo- 
tion manager of Distribution 
Newsletter, published weekly by 
Magazines of Industry, New York, 
which also publishes Modern In- 
dustry. 

Franklin H. Johnson, founder 
and publisher of Machine Design 
SELLING NEW HAVEN'S and a former vice-president of 
McGraw - Hill Publishing Com- 
WAR WORKERS pany, has been appointed head of 
the Cleveland office of Magazines 
The Journal-Courier goes into war of Industry. He has been with 


plants by the thousands dally — the company since early this year. 
each copy read by many, and 


passed on from shift to shift — 


each copy working 24 hours dally Marks 100th Year 


to bring you coverage of today's New York Life Insurance Com- 
best-spending custemers . . . pany is working with Compton 
100,000 readers daily! Advertising, New York, on an 
extensive campaign commemo- 
erating its 100th anniversary April 
x wk THE k 12, 1945. 
NEW HAVEN, CONN. Tentative plans call for institu- 
tional advertisements recalling 
JOURNAL - COURIER history, traditions and develop- 
ment of the company. 


Renew Cough Drop Drive 
in Seven Magazines 


Columns and half-columns are 
being used in four national maga- 
zines and three trade publications 
by Kress & Owen Company, New 
York, for Glyco-Thymoline cough 
drops. The campaign, which opened 
this month, will run for at least 
six months, and will continue the 
“Be careful of your throat’ theme. 

Ads will appear in Collier’s, 
Good Housekeeping, Modern Medi- 
cine, Newsweek, Osteopathic Pro- 
fession, Parents’ Magazine and 
Registered Nurse, supplemented by 
subway advertising in New York. 
Peck Advertising Agency, New 
York, handles the account. 


Rexall to Sponsor 


Transcribed Show 

Rexall Drug Company will 
sponsor a series of four 15-minute 
transcribed shows over 204 sta- 
tions beginning Oct. 29. The 
shows, recorded by Standard Ra- 
dio, Hollywood, through N. W. 
Ayer & Son in that city, will star 
Robert Benchley, Cass Daley and 
Charles Butterworth. 


“| CAN ALMOST 


HEAR HIS VOICE...” 


Voices have a power that is denied to words. Voices 
linger, words depart. You remember sounds—you 
forget words. 


Sonovox is profoundly effective because its appeal is 
based on that fact of the human mind. 


Sonovox utilizes wnusual voices to make radio commer- 
cials more memorable, more lasting, more effective. 
Use a Sonovox voice to name a brand of Soap Flakes, 
for instance, and thereafter the very words “Soap 
Flakes” recall the voice in which they were spoken— 
and that memorable voice in turn recalls the brand 
name. 


That’s not blue-sky sales talk. It works. Take the 
Sonovox fog-horn, for example. Does anybody in 
America think it advertises anything other than Life- 
buoy Soap? 


Sonovox is sold essentially like talent. Under each 
license for specific use, a reasonable license fee is 
charged for Sonovox performing rights. The only 
additional cost to licensee is for a trained articulator 
made available by us in any broadcasting or recording 
studio in New York, Chicago or Hollywood, at stand- 
ard AFRA scale. 


WRIGHT-SONOVOX., INC. 


~ 
+ 
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“Talking and Singing Sound’’ 


Wy FREE & PETERS, INC. 
vt & Exclusive National Representatives 


Some Typical 
SONOVOX PIONEERS* 


American Chicle Co. 
(Black Jack Gum) | 
Badger and Browning & 
Hersey, Inc. 

American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann-Erickson, Inc. 

Buick Motors Division, General 
Motors Corp. 

Arthur Kudner, Inc. 

Chicago, Milwaukee, St. Paul & 
Pacitic R. R. 

Roche, Williams & 
Cunnyngham, Inc. 

Colgate-Palmolive Peet Company 
(Vel, Palmolive) 

Ward Wheelock Co. and 
Wm, Esty & Co., Inc. 

Delaware, Lackawanna & Western 
Coal Co. 

Ruthrauff & Ryan, Inc. 

Walt Disney Productions 

Emerson Drug Company 
(Bromo-Seltzer) 

Ruthrauff & Ryan, Inc. 

Christian Feigenspan Brewing 
Company igenspan and 
Dobler P. O. N. Beers and Ales) 
E. T. Howard Co. 

Feltman-Curme Shoes ne 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
R. J. Potts-Calkins & 

Holden, Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Mason, Inc. 

Grocery Store Products Sales Co. 
Inc. Yrould's Macaroni Products} 
Campbell-Ewald Co., Inc. 

Andrew Jergens Co. 

(Woodbury's Products) 
Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. — 
Batten, Barton, Durstine & 
Osborn, Inc. 


National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 


Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 


Purity Bakeries Service — 
(Taystee Bread, Grennan Cakes) 


Quaker Oats Company 
Ruthrauf & Ryan, Inc. 


Radio Corporation of America 
Ruthrauff & Ryan, Inc. 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 


Shell Oil Company, Inc. 
J. Walter Thompson Co. 


Stanco, Inc. (Mistol) 
McCann-Erickson, Inc. 


U. S. Treasury Dept. 

Universal Pictures Company, Inc. 

Warner Brothers Pictures, Inc. 

Willards Chocolate, Ltd. 
Cockfield, Brown & Co., Lid. 


*Space no longer permits a com- 
plete list of Sonovox users. 


CHICAGO: 1Se N. Michigan NEW YORK: 734 Madison Ave. SAN FRANCISCO: 111 Sutter HOLLYWOOD: 6337 Mol/yu ood ATLANTA: 322 Palmer Bldg 


Franklin 6373 Plaza 5-4130 ‘Sutter 4353 Hollywood 2151 - Main 5667 


Something of a new venture for a New York ad and sales 
motion mgr. is the plan of Martin Coffyn, Chatham Mfg. c, 
produce and direct “Chatham Shopper,” new Blue show 
started Sat. a. m., Sept. 30. .. Good news amidst bad was the 
received by J. Walter Thompson Co. when they learned that 


building housing JWT’s offices. Most of the windows and a 
ceilings were destroyed... 

Former BBDO v.p. Lieut. Comdr. George I. Bushfield, USNR 
married Sept. 24 to Betty Hayden of New York. They’ll li, 
Washington, D. C...N. W. Ayer’s pres., Harry A. Batten, is n 


named vice-chairman of the United War Chest Campaign whi 


opens Oct. 16 in Philly... 


ae 


PS, 


BLUE VS. ROTARY—Lodi, N. J., home of the WJZ transmitter, was the scene 
of a battle between the WJZ-Blue Network and the local Rotary Club team, 


word 
hone 
of their London staff of 149 was injured when a robot bomb hii 


ro- 
» to 
lich 


the € re 
few A 


which resulted in a draw. Left to right, seated, are: Paul Whiteman, musica! J 
director; John McNeil, manager of WJZ; Edgar Kobak, executive vice-presi- # 
dent of the Blue; Edward J. Noble, chairman, and Mark Woods, president. 


Standing: Nicholas Priaulx, vice-president; George Milne, chief engineer; 


Phillips Carlin, vice-president; C. P. Jaeger, network sales manager; 
Keith Kiggins, vice-president. 


Twenty-five youngsters from the Off-the-Street Club, welfare 
organization which is the Chicago ad fraternity’s specialty, spent 
two days camping out as the guests of F. E. M. Cole, publishers’ 
rep., at his summer cottage in Northbrook. Mr. Cole has been a ng 


and 


director of the club for more than 40 years. .. At the recent meeting nev 


of the American Meat Institute in Chicago, Oscar F. Mayer, founde 
and chairman of Oscar Mayer & Co., and Charles H. Swift, chair 
of Swift & Co., received the institute’s gold service buttons for com- 


pletion of 50 years in the meat packing industry. . . 


Mason Britton, former McGraw-Hill exec. v.p., and former Audit 
Bureau of Circulations director, was guest of honor at a luncheon 


of ABC directors in New York Sept. 22. Mr. Britton, who 
a director of the bureau for 26 years, was given a silver 


man 


was 
tray 


engraved with the names of the organization’s directors and execu- or 


tives. .. 


Lt. Comdr. W. Donald Murphy, former Reincke-Ellis-Younggreen JB‘ 


& Finn exec., who has been on duty in the Pacific area for the 


two years, came home on furlough just in time to be on hand fo! 


past 


the National Industrial Advertisers Assoc.’s convention in Chicago tio 


He’s a past pres. of the group. . . Paul Meelfeld, mgr. of adv. 


and tire 


sales prom. for Hinde & Dauch Paper Co., Sandusky, O., is recuper- #RW1 


ating from an emergency appendectomy. . . 


It’s all in the family at J. M. Korn & Co., Phil. Roland Israel, = 


radio dir., was married recently to Helen Sharp, continuity writer in 
the same dept. of the agency. . . Jay W. Woods, dir. of sales prom. fo! 
David C. Cook Publishing Co., Elgin, Ill., has been reappointed to 
the faculty of the Dale Carnegie Institute in Chicago for the coming 


school year. . . 


‘EDUCATORS'—Participants in a course on advertising given in Aug 
Chautauqua Lake, N. Y., under the auspices of the New York council 
Four A's, these ad executives lectured on various phases of the industr 
assisted in setting up the program and ad displays. Left to right, 
Weir, vice-president, Kenyon & Eckhardt; Frederick Dickinson, sales mar 
Bureau of Advertising, ANPA; Robinson Murray, assistant executive sec 
Four A's, and Monroe F. Dreher, president, Monroe F. Dreher, Inc., and 
man of the committee in charge of the Chautauqua program. 


Sgt. R. G. Bartlein, ad mgr. of the Milsco Company, Milw 
who is active in Wisconsin State Guard activities, received 
tificate of commendation from Capt. Robert Rankin for oul 
ing public relations work for the Marine Corps, and a specia 
ice medal for work for the Red Cross Speakers’ Bureau. 
Milton J. Faber, ad. mgr. of Badger Paint Stores, Milwauke* 
active duty with the armed forces in India... 

John E. “Davey” Crockett, of McCann-Erickson, Clevelanc 
the low notes in the Forest City Four, a barber shop quartet 
has advanced to the finals twice in the last three years of ! 
competition. The quartet entertained visitors at the natio! 
vention of the American Hospital Association at Clevela! 
week... 
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G, Lines Uses Brewers Appoint 


Jobs-Shipping Tie | pany, 


New York, Oct. 4. — United | _. a of the Rochester division of the} | ° | 
sae: Lines is beginning a cam-| Biow Expands in N. Y. | company: Joins Newell-Emmett _MULTIGRAPHING—FILLING-IN 
haign in 40 icon gt — Biow Company has opened addi- —-—— | J. L. Bradley, former assistant | — 
ar t on to pos war job potential- | tional offices at 501 Madison Ave., . ‘ ’ | account executive of Rickard & | 
attent "industries linked with|New York, where the radio, out.| La@shar Joins ‘Parade ‘Co. New York, has joined New. ADDRESSING— MIMEOGRAPHING 
foreign trade. : __|door and merchandising depart- John M. Lashar, formerly of|ell-Emmett Company, New York, 
~ Advertisements in each city will| ments will be housed. The main})Remington Arms Company,|as assistant service executive on| THE LETTER SHOP, Inc. 
sess the relationship between a| office at 9 Rockefeller Plaza will| Bridgeport, Conn., has joined the|/the Sylvania Electric Products | 431 8. Dearborn St., Chicage Wab. 8686 
inet industry and foreign trade.| continue as usual. advertising sales staff of Parade. account. 

A 1,000-line insertion to be used | 


Pittsburgh, Youngstown, and | 
yicdietown, O., for example, is | 
ptioned “80,000 Steelmen’s Jobs | 
mpend on’ Postwar Foreign | 
T:ade.”’ 
“All ads point out the need for 
saintaining a strong American 
werchant fleet. Other industries 
‘aiured in the series include au- 
motive, farm machinery, fruit 
sowing, lumber, meat packing, 
iotographiec supplies, rubber 
anufacturing, soap, sulphur, to- 
icco and wool. 

The new campaign supplements 
tS. Lines’ basic campaign, 
unched in newspapers and mag- 
zines in July, and features state- 
nents by leading industrialists, 
conomists and shipping authori- 
es stressing the over-all need for 
oreign trade and American flag 
nerchant ships to create 5,000,000 
peacetime jobs. 

J. Walter Thompson Company 
s the agency. 


Plan Fall Rum Drive 


Sugar Manufacturers Associa- 
tion of Jamaica, British West In- | 
dies, has worked out an extensive 
fall campaign to promote Jamaica 
rum for Christmas gifts, for tra- 
itional holiday drinks and cook- | 
ng recipes. National magazines, | 
newspapers, and trade publications 
are already scheduled, and an 
nereased 1945 budget has been 
approved. Grant Advertising, 
Miami, is handling the account. 


Reprint Firm Sold, 
Field May Buy Into S&S 


Book-of-the-Month Club, Ran- | 
iom House and Harper & Broth- | 
ers, New York, have purchased 
the reprint publishing firm of 
Grosset & Dunlap. Donald Gros- | 
set, son of the late Alexander 
Grosset, will continue his associa- 
tion with the firm, as will the en- | 
tire staff. Although the business | 
will be operated as a separate unit, | 
Random House will assume active | 
management. 
_Announcement of the purchase | 
followed reports that Marshall | 
Field, New York and Chicago 
newspaper publisher, is nego- 
Uating with Simon & Schuster for 
an interest in S&S. Discussions 
vith Mr. Field are said to include 
Pocket Books, popular-priced re- 
prints in which S&S are interested 
with Robert de Graff. 


c 2 — 4 
“ 


MOR PULL FROM ADS. 


T ture that reaches out and grabs | 

uickly guarantees a flying start 

ftable results. That's our job! 

indred new photo subjects on 

ery month .. . all situations 

f business all permeated 
Newest techniques . . newest 
west photography. If you have 
t creative pie of Sales Pro- 
“CATCHERS will make your 
and at $5 a month it can be 
any budget. Write now for 
No. 101 and details of sub 

No obligations 


TL” ATCHERS, Inc. st v2t*c8 
A 


McCoy Promoted 


Names Cecil & Presbrey |Pembrooke Appoints 


Valley Brewing Com-| W. Bayard McCoy, recently with| Columbia Gas & Electric Cor-| Lady Pembrooke Lingerie Com- 
Dayton, and Matz Brewing|the war materials manufacturing | poration, New York, has appointed | Pany has appointed Norman D. 
|Company, Bellaire, O., have named | section, Stecher-Traung Litho-| Cecil & Presbrey, New York, to Waters & Associates, 
Van Norden & Staff,| graph Corporation, has been ap-| handle its advertising. 


. 7 4 | Brisacher, 
in New Campaign | New York, to handle advertising.| pointed sales promotion manager | 


to handle national and trade ad- 


| vertising of Lady Pembrooke slips. 


brings the top sporting events 
to a sports-minded midwest 


Consistent with WGN’s policy of bringing basis in this area. 
the best of all types of radio entertain- ‘ = ss 
ment to Chicago and the middle west is Consider the list of these broadcasts that 


the remarkable schedule of top ranking WGN is bringing to the radio public 


events carried on an exclusive during the fall season of 1944. 


The All-Star Football Game 


—featuring the All Stars and the champions of the National Professional Football League 


The United States Lawn Tennis Championship matches 


—direct from Forest Hills 


The World Series 


—broadcast exclusively in the Chicago area thru WGN for six consecutive years 


The World's Championship Boxing Bouts 
—an exclusive WGN-Mutual broadcast at 9:00 p.m. Friday 


Al Clear Channel Station 


ILLINOIS 


720 Kilocycles 


CHICAGO 


50,000 Watts 


EASTERN SALES OFFICE: PAUL H. RAYMER CO. 
220 East 42nd Street Los Angeles 14, Calif 
New York 17, N. Y. San Francisco, Calif 


THE MUTUAL BROADCASTING SYSTEM 
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x WOOD + 


Well read and liked by the important men 
fw « great industry—men who are work- 
img te achieve wood's exciting future. 


PRODUCTS 


i 


LAND- 
rock yi i INE 
THE FARM MACHINERY 


CAPITAL OF AMERICA 
wo Sir teal al lal alata ag 


‘Business Papers 


Make 18% Ad Gain| 


for September 


Chicago, Oct. 4.— Although 
marking up the smallest monthly 
gain thus far during 1944, adver- 
tising in September issues of busi- 
ness papers was 18.2% ahead of 
similar issues of a year ago. For 
the nine-month period, volume is 
25.3% above last year. 

Industrial publications carried a 
total of 16,476 pages of advertising 
in September issues, a gain of 
13.9%. For the first nine months, 
volume in this classification is up 
20.9%. Trade publications, with a 
total of 3,271 pages, showed a 
32.3% gain for September, with 
the nine-month volume up 41.7%. 

Class papers, running a total of 
1,762 pages of advertising in Sep- 
tember, are up 26.2%, with the 
gain for the first nine months at 
30.3%. Export publications, carry- 
ing a total of 1,275 pages, are up 
33.4% for September and 50.3% 
for the nine-month period. 
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\ HERE’S ONE SPOT WHERE ~ 
RECONVERSION IS UNNECESSARY! | 


War or post war... 
men in all industries must always be 


Write for the 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY ‘-e 

461 Eighth Ave., New York 1, N. Y¥. >) 
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interested and currently posted in 
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has been appropriately said that 
an advertising agency can best be 
judged by the character of the 


manufacturers it serves. 


Henri, Hurst & McDonald, Inc. 


ADVERTISING 
Chicago 
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| meat, 
grade, number of required points 


| has 


Big Field Seen 


for Pre-Packed 


Chicago, Oct. 4—A whole new 
field for merchandising and adver- 
tising in the pre-packing of fresh 
meats is in prospect, with packers 
and retailers selling meats by 
brand names, in the belief of Al- 
bert Todoroff, editor, Meat Mer- 
chandising. 

While the trend towards pre- 
packaging of fresh fruits and 
vegetables has grown, current 
studies of postwar food merchan- 
dising reveal extensive plans by 
packers and retailers for this new 
type of service. Mr. Todoroff 
pointed out that few persons rea- 
lize how many stores have entirely 
switched to self-service, cutting 
and pre-packaging in backrooms. 
He said packers and wholesalers 
are aware of the trend and are 


planning their own pre-packaging | 


divisions. Brand names on meats 
may thus ultimately influence a 
purchaser’s choice as much as cut 
and price alone do now. 

Mr. Todoroff says, “Every type 
and variety of fresh meat is being 


| sold in self-service meat cases to- 


day. One retailer on the West 
Coast reports that he must order 
extra offal items such as sweet- 
breads, tripe, liver and hearts in 


| order to take care of the increased 
|demand for these items.” 


Cartons Are Preferred 
Pointing out that there is prac- 


Fresh Meat Brands. 


tically no variation in the cutting | 
of meats for self-service, except | 


that precautions are taken against 


jagged bones which might punc-| 


ture the wrapper, he said the most 
usual wrappings are semi-moisture 
proof types of cellophane, some- 
times backed with waxed or oil- 


treated cardboard, or cartons with | 


cellophane windows. He said the 


/use of cartons offers more advan- 
tages than cellophane wrappers, 


eliminating the need of wrapping 
and heat-sealing the meat. 
On the self-service label, slipped 


|into the package with the meat, 


the packer or retailer has printed, 
stamped or written the type of 
cost per pound, weight, 


and price. The packer’s or retail- 
er’s name and address appear at 
the top or side of the label. 
While sausages, cold cuts and 
cheeses naturally lend themselves 
most ideally to this type of mer- 
chandising, Mr. Todoroff is certain 
that roasts, chops and other stand- 
ard meat products will be sold 
more readily when purchasers 
learn to buy brand name meats. 


To Cockfield, Brown 


C. B. Stenning, formerly vice- 
president of Walsh Advertising 


| Company, Toronto, will join Cock- 


field, Brown & Co., Toronto, 
shortly as account executive. He 
served with the Department 
of Munitions and Supply, Ottawa, 


| since 1942. 


Join Film Agency 
Philip E. Genthner, 
assistant personnel 


formerly 
manager for 


Grummann Aircraft & Engineering | 


Corporation, Long Island; Con- 


|stance Havrilla, formerly with J. 


Walter Thompson Company, New | 


York; and Mrs. Eleanor Maclver, 
formerly with William Esty & Co., 
New York, have joined Motion 
Picture Advertising Service, New 
York. 


LOOK IT UP in 
the MARKET DATA BOOK: 


CONSUMER MARKETS EDITION 
* 
BUSINESS PUBLICATIONS EDITION 


19 
Industrial Group Tool Engineer ety se tses ; 17 
Aero Digest (semi-mo)... 357 385 | Water Works Engineering 
Air Conditioning & RKe- Par ae $s 
frigeration News (w) | Water Works & Sewerage fit 

he. es \@39 25 | Welding Engineer ....... 7 
American Aviation (bi-w) *|112 106 | Western Construction 
American Builder ....... 92 pe | SAS ae ae 10 
The American City ...... 104 84 | Wood Worker erie He simases 54 
American Machinist (bi-w) *|5438 *'724 | Woodworking Digest (4%x 
Architectural Forum .... 146 97 OD coe vad ae aa’ «9a s 
Architectural Record .... 115 73 
Automotive & Aviation In- po GSS 16.476 

dustries (bi-w) ........ 326 246 Trade Group 
RNR a sty Be 22 ¥e s0. 0694's 305 361 | American Artisan ....... RY 
Bakers’ Helper (bi-w).... 183 101 | American Druggist ...... 130 
EE coh ansiatagises< 19 12 | Boot & Shoe Recorder 
Brick & Clay Record..... *37 *25 |  (semi-mo.) ..... Prete 144 
The Brewers Digest...... *29 *31 | Building Supply News... 67 
Bus Transportation ..... $184 $161 | Chain Store Age 
Butane-Propane News Administration Edition 

CRWRMOCE) soscsassecoes is 36 | Combination ........ 26 
ae Seen OW) -ieics ence *\|t96 “64 Druggist Edition ...... 125 
Ceramic Industry ....... 56 $7 | Fountain Restaurant .. 26 
Chemical & Engineering | General Merchandise Va- 

TE 03 BE ad Sua an 2.8 9 61 7 riety Store Editions. . 110 
Chemical Industries ..... *100 82 Grocery Editions ..... a 
Chemical & Metallurgical |Commercial Car Journal. 20) 

Engineering ...... re 372 314 | Domestic Engineering 13: 
Civil Engineering ........ 44 31 | Electrical Merchandising 
SE WE S525 ck canete es 123 96 COREEY | WanS wale od onan s 106 
Construction Digest (bi-w) 90 195 | Farm Implement News 
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Sees ee 127 110 | Geyer’s Topics .......... 6s 
Contractors & Engineers | Glass Digest .. ce ssnieess 9 

Monthly (9%x14) ..... 55 39 | Hardware Age (bi-w).... 247 
REE. 4:5 epleaoeneae sess 147 125 | Jewelers’ Circular 
Diesel Progress (8%x11). 92 76) ee MOPS sac as xans 211 
Electric Light & Power... |83 62 | Men’s Apparel Reporter 
Electrical Contracting ... 105 91 SEER TES GQeiwecsnceeaus 126 
Electrical South ......... 54 "Ub. | See eer 120 
Electrical West .......... 70 *59 ST A Ss an hve bee ee 112 
Electrical World (w).... ||7299 205 | NJ (National Jeweler) 
ES Peer ter "805 243] (5 1x7 % ) snecccescvess 222 
Engineering & Mining | Office Appliances (6 5/6x 

eer ae 111 00 ee |) eee 132 
Engineering News-Record Plumbing & Heating Jour- 

ew ateencs wet aaine s&s *$//353 *§$325 WOR) ecetas dan Snas a e<scd *40 
Factory Management & Sheet Metal Worker Be a *§2 

PERERUONANCE 60.60 5ess. 360 307 Southern Automotive Jour- 

Fire Engineering ........ 16 35 | AA A? Ar ae Ko 
Food Industries ......... 149 126 | Southern Hardware ..... 64 
The Foundry .....6. 066 188 160 | Sporting Goods Dealer... 74 
ery Peer 42 43 | Syndicate Store Merchan- 
iGas Age (bi-w).......... ‘75 “49 diser (4%x6%) ....... 111 
Heating, Piping & Air Underwear and _ Hosiery 

ee a 133 109 Review et see senses ; 151 
Heating & Ventilating ... 67 53 | Wholesaler’s Salesman 7s 
Industrial & Engineering i 

Chemistry (two editions) 150 151 LO) errr ee reer 3,271 
Industrial Finishing (4%x pee — , = 

Bee aan adam ech Wk ea eae a 70 61}; American Automobile 
Industry and Power..... 142 120 (Overseas _Edition) 33 
Soe meee EW) oceans nes 735 *t729 | American : Exporter 
Laundry Age (semi-mo.). *!61 *52 | (Two Editions) ie aes 296 
Machine Design ......... 238 186 | Automovil Americano ... 51 
Machine Tool Blue Book |Caminos Y Calles (bi-mo.) 31 

OU a ao eee 366 336 | El Farmaceutico ........ 65 
DE ob aawcvaaen 359 319 | Hacienda (two editions) . 102 
Manufacturers Record ... *49 “51 | Ingenieria Internacional 
Marine Engineering & | TENE: Siutiesetssoes 125 

Shipping Review ely edi 302 304 | Ingenieria Internacional 

| Mechanical Engineering. . 122 89 | Construccion pe EY ee 75 
Mechanization (4 18/16x Oficina ——e Moderna 

PRPEGD AdMEK oe edn sewes SN 70 | (quarterly) ...... Ter lil 
Metal Finishing ......... 81 63 | Petroleo Interamericano 
Metal Progress ......... 158 138 (bi-M0.) .......655:. oes 112 
Metals and Alloys ..... : 199 164 | Revista Aerea_ Latino 
Mill & Factory .......... 320 279| America .......... cues 13 
IED ca wccccecsss $259 $935 |Spanish Oral Hygiene 
Mining and Metallurgy... 25 29| (4 5/16x7 3/16) jae 33 
Modern Machine’ Shop | Taller a Moderno ‘as 

(AERO E) cs esecivcccess 330 BBO |  (QUATIETIY) =. cc cence 
Modern Packaging ...... *105 “67 | World Petroleum (9x12). 87 
Modern Plastics ......... 166 “113 hs : 
National Bottlers’ Gazette 105 91] Potal 1,275 
National Petroleum News ye a gy 

| A eee cee 107 90 | Advertising Age (w) 
National Provisioner (w). t126 100 (10% xl +) Se seeees 196 
Oil & Gas Journal (w)... *£§580 *t$436 American Funeral Director bs 
Oil Weekly (w).......... *216 *§1ss | American Restaurant 67 
Paper Industry & Paper Banking (7x10 3/16)..... §76 

i errr a9 Th... * See 67 
Paper Mill News (w)..... 138 105 | Hospital Management s4 
Paper Trade Journal (w).*$/2185 *$ti74 | ee 7 Pere 81 
go Be! re 74 53 ote orld-Review (w) 
Petroleum Engineer ..... 160 134 | (9%4x4 ee weeecess . $38 
Petroleum Refiner ....... 202 178 Industrial Marketing 113 
i 8 Arr *108 *a2 | Medical Economics (44x 
a Pre eee tr ZR5 O65 1 AD ha ci cenecs Be scenece 101 
Power Plant Engineering. 162 120 | Modern Beauty Shop. 15 
Practical Builder (10%x15) 25 15 | a. a ‘enue oo 19 
Printing .....026scesssess 62 58 | Modern Medicine (44x 
Product Engineering .... *370 "304 | 654) -..- see eee eee eee 140 
Product Finishing (4%x Nation 8 er eee 66 

Re ee 58 44. | Occupational Hazards (442 

. : Ry 99% c61, 15 
a. SPO eer ree 267 223 Se sees 
Railway Age (w)....... t26 177 — hc (4 5/16x be 
Railway Purchases & rms | BPO ee ae “i 

a eee - 117 &2 ae nas: aalaagama ; 5: 
Roads & Streets ..... ef RS 58 | Scholastic Coach ....... 32 
Rock Products ........... 65 64 School Management (9'2x 
Sewage Works Engineering 18 Ce ee es 2 ‘ 2s 
Southern Power & Indus Traffic World (w).... t1it 

WEY sc ndessesans 5 ah ee bie 120 a ™ 
SE rer ere 491 Total 1,762 
Supervision... i. .ssceess §28 , pega 

| Telephone Engineer ..... *50 | Gremid Wtel 2... cccuss 22,784 
Telephony (w) ...... ; *\t104 $2 \- , , , 
Textile World .. er 191 156 — §Includes special issue. — Inclu 
Timberman .. ere 69 65 | sified advertising. Last issue e> 
Tool & Die Journal (4%.x | tFive issues. +Three issues. @T 

Oe Oe Pe iy cee roe 183 178 | Four issues. 

. Iment stores, has joined 
Keane to Kimball 


SEPTEMBER BUSINESS PAPER ADVERTISING Vo. 


Advertis.ng Age, Octobe, 


These figures, compiled by Industrial Marketing, must not be quoted o, 


without written permission. 
and have standard 7x10 type page. 


Unless otherwise 


noted, all publications are 


Helen Faith Keane, formerly 
with Bloomingdale’s and Saks- 
Fifth Avenue, New York depart- 


Kimball, New York, as an 


executive in the 


division. 


agency 


Ohio St., Chicago 11, Ill. 


AGENCY ACCOUNT EXECUTIVE 
WANTED 


A man "on the rise" and ready for bigger money. To work » 
head of agency on several food accounts and gradually 

over contacting. Must have national food account backgro 
Five figure, salary and bonus, arrangement plus commissio' 
additional accounts you might service. Fully recognized 
highly rated Chicago agency. Write fully. All letters helc 
strict confidence. Address Box 5122, Advertising Age, !0 
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out that about two-thirds of all| fully occupied either at home or 


® : . : ee . |: Nit aS : oa 
Canadian Business |cssciss prcauetion x now going |in the armed services, compared 


Postwar Prices 


Ottawa, Ont., Oct. 4.—Business | 
react to the Canadian govern- 
—ort’s new reconversion pricing 
»licy nas been entirely favorable, 
ang to WPTB officials who 
embers of the Canadian 


Cynference of Business Paper Edi- 


tas in off-the-record discussions 
here last week. 

“The conference was the first offi- 
cil session of a new organization 
s¢ up by the Business Newspapers 


association of Canada, under 
cairmanship of H. L. Southall, 
ranager of the merchandising 
nwspaper division, MacLean Pub- 
lihing Company, Toronto. Be- 
rveen 50 and 60 business paper 
eitors from all parts of Canada 
net here for a day-long session 
yith key government officials. 

Discussions with Donald Gor- 
on, chairman of WPTB, and 
ther board officials, brought out 
ne fact that a very different re- 
ponse has greeted the board’s 
ew reconversion pricing policy 
sompared to the critical attitude 
f business when the over-all price 
eiling was first introduced ‘in 
ctober, 1941. At that time, busi- 
ess was violently critical of the 
rice “straitjacket’”. Now, the 
poard’s decision to retain the 1941 
price ceiling on all consumer goods 
not now in production, announced 
y Mr. Gordon last month, was 
described as having been given a| 
very favorable reception. 


Can Resist U. S. Trends | 


Questioned about how long Can- 
ada could retain her reconversion 
price policy in the face of prob- 
able increases in U. S. wages and 
prices, board officials said Canada 
as already shown the possibility 
of “insulating” herself from price 
and wage trends in the U. S. 

It was emphasized that in the 
view of WPTB officials, the 1941 
level of prices is the “best bet” 
for a reconversion pricing policy 
n Canada. These prices, it was 
pointed out, were considerably 
higher than 1939 and should allow 
leeway once business squeezes out 
war-inflated managerial, raw | 
terial and labor costs. 
Conference editors were told | 
that definite information is lack- | 
ing as to just how much cutback 
would occur at the close of the 
European war. Tentative esti-| 
mates were placed at about 50%, | 
but some of Canada’s most im- | 
portant “customers” have not as) 
yet indicated what their Canadian | 
requirements will be so far as Ca- | 
nadian production in the Pacific | 
war is concerned. It was pointed | 


'f you want your 
product successful. . . 


Creative Wealth is com- 
posed of active money and 
ictive people. It leads in 
ideas, in industry, in social 
life. America believes in and 
follows Creative Wealth. You | 
an reach it directly through 
The Playbill. 


PLAYBILL, INC. 
NEW YORK 12, N. Y. 


or other Commonwealth countries.| employed before the war. 
Less than 10% is going to the; Favorable factors in meeting 


© 
Accepts Policy on | the Canadian forces direct. (1) The high backlog of canis 


United States and about 20% to| this postwar problem were cited: 


/sumer purchasing power; 
Civilian Jobs Needed | (2) The new achievement of 


Postwar planning in Canada, it | technical “know how” in Canadian | 


was pointed out, centers on the} industry and the overcoming of a 
finding of new civilian jobs for|traditional belief that Canada 
between 1,500,000 and 1,750,000 | could not compete with more ma- 
men. At present, over 5,000,000 | ture Britain and U. S.; 

Canadians (5 out of 8 of those 14; (3) The success of Canada’s 
years of age or over) are gain-|anti-inflation policy which has 


held living costs, to date, to! blueprint is an attempt to “help 
within 18% of prewar levels; business help itself” and to stim- 
(4) The fact that the war would | ulate export trade, private invest- 
end in two stages, thus giving an|ment and _ increased consumer 
opportunity for adjustment that) spending, rather than put the gov- 
would otherwise not be available.; ernment into direct competition 
It was pointed out that essen-| with business through large ap- 
tially the government’s postwar! propriations for public works. 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. Published Bi-Monthly at Milwaukee, Wis. 


> DOES HIS EXPLAIN THE OUTDOOR MARKET ? 


A fringe of ice along the shore —a cutting edge in 
every gust of wind—and they leave home for THIS! 


It’s the lure of the outdoors that beckons irresisti- 
bly to more than twenty million men (and many wo- 
men) in every crossroads and metropolis in America. 
It’s the lure that makes outdoor recreation big busi- 
ness—and its legion of enthusiasts a BIG market, for 
everything from heating pads to helicopters. 


It’s a market that stretches from Guaymas to Bim- 
ini, from Ketchikan to Kingsport— names that in- 
trigue and beckon the active man! It covers the corn- 
fields of Dakota, the mesquite of Texas, the tamaracks 
of Timagami—every haunt of wildlife from Key West 
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Field & Strea thoroughness. 


to Kodiak. It’s as big and broad as all outdoors! 


Even before the war it was a huge American indus- 
try. By conservative estimate it will double in size to- 
morrow. That’s when millions of boys come back to 
the fields and streams of home—when travel facilities 
are available to all of us—when millions more plan to 
make up for lost time afield and afloat. 


The very cream of this great outdoor market looks 
to Field & Stream (with its more-than-300,000 quality 
circulation) for authentic reporting of outdoor news 
and dependable guidance in buying outdoor equipment. 


FIELD & STREAM PUBLISHING COMPANY 
515 Madison Avenue ° New York City 22 
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DONT MUTULATE | 
YOUR MAGAZINES 


When business papers and general 
magazines come into your organiza- 
tion don't cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 
Booklet No. 26, “How Business Uses 

Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 


tek * PAPERS Bar noree 
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Research Foundation to 
Promote Wire Recorder 


Licensees Tool Up 
for Many Postwar 
Uses of Device 


BY JOHN B. MILLER 


Chicago, Oct. 3.—To speed 
| postwar uses of a device still in its 
infancy commercially and educa- 
‘tionally, Armour Research Foun- 


A IMPOSING group of, Successful advertising executives 
and advertising agencies find this a lucky number. It en- 
ables them to useaserviceconsisting ofad-setting, engraving, 
and printing—all underone roof...Specially trained men are 
always on their toés,to serve you so well that you will come 
back again. We-ean lighten your burdens—and at the same 
time produce betterand more profitable printing for you— 
at a saving of time; trouble and money. Phone Whitehall 2300 


“ere 


FAITHORN 


5 OR ae ae 


AD- SETTING + ENGRAVI 


: he phe 


dation, an affiliate of Illinois In- 
stitute of Technology, has just set 
up the Wire Recorder Develop- 
ment Corporation, a company cap- 
italized at $100,000, to undertake 
development of the magnetic wire 
recorder. 


the Army and Navy no longer will 
need almost the entire output of 
the novel recorders, the founda- 
tion already has granted non-ex- 
clusive licenses to several leading 
manufacturers, most recent of 
which is the Stromberg - Carlson 
Company, Rochester, N. Y., to pro- 
duce and market the units post- 
war. The new Armour corpora- 
tion, whose policy is not to com- 
pete with licensees, plans to under- 
take development of the master 
recorder, multiple recorder and 
wire magazine fields to assure the 
greatest possible public benefit 
from the device in future years. 
Because the war halted commer- 
cial development of the magnetic 
wire sound recorder, the general 
public, of course, knows little 
about the device or its postwar 
potentialities. Because of engi- 
neering and production problems, 
it probably won’t see a practical 
application of the device in a home 
radio set for some time to come. 
But the foundation is confident 
industrial applications of the re- 
corder will come much earlier, be- 


and Navy uses. 
A magnetic wire recorder was 
produced by Valdemar Poulsen 


about 45 years ago without start- 
|ling success. The Armour re- 
|corder, based on different princi- 
| ples, was invented by 27-year-old 
Marvin Camras and developed by 
'the Armour Research Foundation. 
It employs a .004-inch diameter 
|}magnetic steel wire, finer than a 
{human hair. The wire is fed from 
jone reel to another through a 
|series of guide pulleys, passing 
through a magnetic recording head 


Looking ahead to the time when- 


cause of present tooling for Army | 


which charges the wire with 
speech, music or any sound, It 
can be made to start or stop auto- 
matically, and requires no atten- 
tion while operating. 

Advantages cited by the foun- 
dation include these obvious fea- 
tures: the wire recorder is un- 


— oe 


Advertising Age, Octobe, 9, 


affected by extremes of 
ture and records in any 
through simple demagne . 
offers unlimited re-us¢ 
wire; it affords an inst: 
play-back without proces 
as the more familiar 

discs require; an eight-} 


This compact, 


WTAG, a big station. 
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WORCESTER lays the foundation 
for POST WAR DEVELOPMENT 


The Worcester Committee for Economic Development 

reports on its first year’s action. Worcester’s hundreds 

of smaller businesses will receive after the war from 

this Committee—production accounting and sales engi- | 
neering counsel; help in arranging financial credits; 
assistance in the development of foreign trade. 
Expert personnel to handle this work will be assigned. 
industrialized Central New England 
area will increase its importance as a big market — 
a rich market tapped only from the INSIDE, by 


Representatives 


WORCESTER jin 


OWNED AND a ie SY THE WORCESTER JELEGRAM- GAZETTE pays 00" 
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@ Ever visit a fish liver rendering plant? Very hard on the 
olfactory ne 


But buried in that loud-smelling raw fish liver oil is a precious 
substance which is almost as good for your professional career 


rves. 


as it is for your person. 


It has improved a goodly number of food and drug products. 
It is destined to improve a lot more products. And you need no 
charts to prove that better products make for better copy. 

What is this precious substance we distill from raw fish liver 


‘BP Distil 


min A Esters, the bland, highly stable, accurate-poten« 


tion, but there’s a free market coming. 


ing, and then worth some real action. 
going is now. 
Need some more information? We'll be glad to sup) 


We believe you’ll agree that this whole idea is worth 


lation Products, Inc. 


755 Ridge Road West, Rochester 13, New York 


“Od- Soluble- Vitamin Headquarters” 


oil? Vitamin A. To be specific, DPI Distilled Concentrates « 


centrates which are by every method of measurement th: 
vitamin A on the market. Now subject to government : 
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recording can be wound 


pera. . . . 
ol 5 inches in diameter 


OSition 


Zing jt es wide; and the record- 
f thi indefinitely, actual tests 
ane, is avi ~ shown that the records 


played back more than 
9.000 times without noteworthy 
»rjoration. 

nranies already licensed by 
foundation include General 
ric Company, first to sign an 
»pent, which plans to produce 
,. yadio sets and make other 
selosed uses of the recorder; 
nrerg-Carlson, which also 
~anufacture home radio sets 
ting the recorder; C. G. Conn 
‘\khart, Ind., musical instru- 
mn maker which plans to mar- 
kt the recorder in the educational 
dc; Utah Radio Products Com- 
pny, Chicago, which will invade 
far new fields; and WiRecorder 
Crporation, Detroit, which plans 
tc make a recorder unit for auto 
ue. 


8, Sud 
Or ding 

‘. 
T cop. 
—— 


Non-Exclusive Licenses 


All will operate on a non-exclu- 

sve basis. A major portion of 
fle royalties paid to the founda- 
tpn will go into further develop- 
nent of the wire recorder, in turn 
roviding further benefits for all 
icensees on a share - and - share - 
dike basis. More than 100 appli- 
ations for licensees have already 
een filed with the foundation, 
nnd others are coming in each 
week. 


A When production actually can 
tart on civilian units is still a 
S sess. Major factors affecting 


roduction are the general recon- 
ersion picture, continuing tech- 
nical developments and tooling up 
by individual licensees. Both the 
foundation and manufacturers, 
however, are optimistic about the 
i almost limitless applications of the 
wire recorder to commercial and 
educational uses. 

Major speculation over the re- 
corder’s effect on established in- 
dustries centers on the makers of 
conventional discs, such as RCA 
Victor Division, Columbia Record- 
ing Corporation, Decca Records, 
etc. The foundation as yet has 
licensed no one in this field. Co- 
lumbia has taken one of the re- 
corders on loan, for experimental 
use. 

Heavy investments have been 
made by these companies in their 
master records. It is possible that 
these may be used later on wire 
to which they can easily be trans- 
ferred. A small spool of wire, for 
instance, could record an entire 
symphony without breaks in con- 
tinuity or needle scratch. 


Will Enter Four Fields 
One of the licensees, Utah Radio 
Products Company, Chicago radio 
parts manufacturer, intends to in- 
vade four fields with the wire re- 


ADVERTISING 
STRATEGIST 
WANTED 


Leading agency has one of the 
most interesting opportunities in 
the advertising business 


Somewhere in the advertising business 
'odey there is a man who has been 
th ng about an opportunity like this 
Or years 
the chance to do a complete job 
ving the advertising campaigns of 
the leading accounts in the auto- 
‘eld. And it is also the chance to 
real future, for this is not a pass- 


ing 4 


"la- of p 
One 
on- mot 


\Ca° [ho man wanted may now be a copy 

* may be a merchandising man, 

count executive. He may be a 

tion. He may be an advertising 

He is, above all, a well- 

ret advertising man—mature in 

: t not too old in years—a good 

in who can fill big shoes and 
mn far. 


uv 


plying, please state your expe- 
past earnings and specialized 

It will help if you will send 
photograph. Your reply will be 
in confidence, of course. (The 
s of our agency know about this 
ement.) 


x 5119, Advertising Age 
Ohio St., Chicago 11, Illinois 


corder after the war. Each offers 
a new use for the device—and will 
not buck an established industry. 

First development, Remy Hud- 
son, vice-president and advertising 
manager, told ADVERTISING AGE, 
will be a magnetic wire recorder 
for use by radio stations, for which 
the company probably will build 
three separate units. 

One, a stationary recorder, may 
be used to record all programs 
aired by the station, providing a 
24-hour-a-day library of broad- 
casts which may be referred fo at 
any time. Two portable models 


also are planned, one for the street 
interview type of program, and 
another for field work, such as 
WLS, Chicago, is using now. Such 
a unit, for instance, may record 
action in a court case, at a ball 
game, or fire, which can be re- 
broadcast at will. 


Promises Quick Production 


Utah Radio is preparing models 
for the station broadcasting field 
and will be ready to “tool and go” 
in rapid order after war needs are 
met. 


The company also has been 


ing and fishing trips, 


a home ‘recording 
for individual 


entertainment. This 


licensed to produce a_ self-con- 
tained battery - operated recorder 
designed for any purpose outside 
the home radio field, for camp- 
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home activity or transcribe a radio 
program which could be played 
back at any time. It would not 
contain a radio, but might be 


field sur-| connected with a receiving set. 
veys and rural uses. It also plans | 

instrument | in 
non - commercial | —a broad field in which recorders 
unit 
enable the owner to record any | munication, from ship to shore and 


Utah Radio’s fourth field will be 
transportation communication 


would|may be used in police car com- 


GIBBONS 


KNOWS CANADA 


' 
Be 
Het 


. . . You can’t afford to leave a 


“TWO BILLION DOLLAR HOLE” 
in your Farm Magazine Schedule 


1943 gross income from Poultry 
and Eggs was $2,867,000,000 


To cover the most Responsive 
Section of the Farm Market USE... 


That’s why Poultry Tribune 
has been on the carefully selected National Farm 
Paper List of U.S. Rubber Company this year — 
last year—and for five years back of that. 


America's Leading | 


eS 
SPATS 


(SOURCE U.S.D. A.) 


s Not Complete 
without POULTRY TRIBUNE... 


‘4 bee 


erlL 


ist i 


P 0 U LT RY TRI BU ; E America’s Leading Poultry Farm Magazine 


Member: AGRICULTURAL PUBLISHERS’ ASSOCIATION * AUDIT BUREAU OF CIRCULATIONS 
HOME OFFICE: Mount Morris, Ill. * Representatives —New Y ork: Billingsliea and Ficke —Chicago: J. C. Billingsiea Co. 
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train to station, and by shortwave | world. The company believes the 
“ham” operators. 


Its license does | 


not extend into the auto radio | 


field. 


anywhere in the| 


wire recorder will be hailed as one 
of the great inventions to come out 


of the war, Mr. Hudson said, be-| 

The new Utah recorders, to be | cause of its many universal appli- 
manufactured in this country, may | cations. 
be marketed 


Utah Radio has worked 
closely with the foundation’s tech- 


“Shhh! He’s trying to figure out how 
the Buffalo Evening News* is running 


more ads and still using less paper!” 


> 
=> 
Q. 
° 
® 
w 


| flight; to record telephone calls in 
‘and for educational projects in 


stresses heavily. 


‘lished in 1936, has served more 


| perimental 


nical staff here in developing the | 
Navy recorder, producing a large | 
percentage of these widely-used | 
units. These recorders were de-| 
veloped originally for plane ob- 
servation work, with pilots de-| 
scribing enemy positions and drop- | 
ping out pieces of the wire, via 
parachutes, for ground forces to| 
use in mapping their attacks. | 

| 


Experiments Being Made 


While present licensees have} 
been devoting almost the entire 
output of wire recorders to war- 
time uses of the armed forces, ex- 
perimental work also is being con- 
ducted on a limited scale. Start- 
ing late in August, the U. S. De- 
partment of Agriculture adapted 
the recorder to farm radio pro- 
grams, making a series of grass 
roots recordings for spot broad- 
casting over local stations and re- 
broadcasting over the Blue Net- 
work farm and home hour. Under 
Charles A. Bond, field supervisor 
of radio service for the depart- 
ment, recordings have been made 
in collaboration with state agri- 
cultural colleges and state farm 
program directors at the Univer- 
sity of Nebraska farm experi- 
mental station. 

The recorder also is being used 
by the United Nations Relief and 
Rehabilitation Administration, to 
outline health and conduct rules 
in Balkan refugee camps. Port- 
able units recorded proceedings of 
the national political conventions 
here this summer, which future 
politicos can consult. The Library 
of Congress has the loan of an 
experimental. machine for trans- 
ferring to wire thousands of rec- 
ords, preserving American folk- 
lore in this country and through- 
out South America. The Ameri- 
can Foundation for the Blind also 
has been loaned a machine for 
experimental work in study 
courses and entertainment for the 
blind. 

Already successful uses of the 
wire recorder include, besides 
radio monitoring of foreign pro- 
grams and recording of historic 
battlefront episodes such as the 
Saipan attack, its employment in 
military morale activities—such as 
sermons and entertainment for 
troops—and in educational uses, 
such as instruction for student 
pilots, etc. 


Many Uses Forecast 


Potential applications of the re- 
corder—all of which must await 
the war’s end—are manifold. Be- 
sides widespread home and indus- 
trial plant use, they include such 
units as dictating machines, with 
pocket editions designed for busi- 
ness men; machines to _ record 
court, legislative and convention 
proceedings; for use in serving as 
an automatic log of a plane’s 


the absence of the householder, 
ready to play back on his return; 


schools and colleges, a_ service 
which the non-profit foundation 

The foundation itself, estab- 
than 1,500 companies, government 
agencies and manufacturers’ asso- 
ciations on a not-for-profit basis | 
in providing a research and ex-| 
engineering service. | 
Its work is supported by industry 
payments and agency appropria- 
tions, and its industrial funds have 
doubled each year. From an initial 
staff of three members it has 
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THE WIRE RECORDER—Postwar uses of the magnetic wire recorder will be 
many, in the view of its “merchandiser,” Armour Research Foundation. fo; 
both recording and reproducing, a thin wire travels between two spools 


through a demagnetizing coil and sound head. 


A microphone and radio re. 


ceiver may be used. A five-inch speaker is built into the recorder, and a 
larger one may be connected to the unit. 


grown to a group of 300 scien- 
tists, technicians and administra- 
tive personnel — with a total of 
5,000 projects to its credit to date. 

Incorporation of the new devel- 
opment company is the latest step 
in the foundation’s efforts to 
“merchandisé” the wire recorder 
on the broadest basis possible. 
Some time ago it set up a down- 
town office at 8 S. Michigan Ave., 
with Lucius A. Crowell, for 11 
years vice-president of Blackett- 
Sample -Hummert, Chicago, as 
chairman of industrial and educa- 
tional uses of the recorder. 


Vagtborg Heads Company 


Harold Vagtborg, director of the 
foundation, is president of the 
new corporation. Mr. Crowell, who 


is vice-president, will have acti: ff — 
management of company activi. 
ties. Raymond J. Spaeth, founda. 
tion treasurer, will be secretary. 
treasurer of the company and Wil. 
liam M. Hammond, business mapn- 
ager of the foundation, will be 
assistant secretary-treasurer, Dj- 
rectors, besides the president an 
vice - president, include Thoma 
Drever, president, American Stee 
Foundries, Chicago; R. J. Koch. 
president, Felt & Tarrant Mfg. 
Company, Chicago; and Henry T. 
Heald, president of the Illinois In- 
stitute of Technology. 

The company will undertake the 
development and licensing of mas- 
ter and multiple recorders; distri- 
bution of the wire recorder 
magazines; and offer its service; 


merchandising service — dealer 
display; surveys; printing and 
mailing letters, postcards, broad- 
sides, etc. 


| Full-time staff for pre-war ty 


Careful attention to position 
y treatment on all copy. 


NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COM’ ANY 
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‘The Manchester Union- 

Leader performs the kind 
of services advertisers i 
dream about — and seldom 

get. Standard Brands, like 

many other national adver. 

tisers, has found that space 

in this powerful newspaper 

sapped by the resultful 
plus-services offered by our 

merchandising staff do a real 

ra of getting sales in the rich 
anchester six county Prim 

ary Zone. 


-—-——— Ke eee ee 


EXTRA MERCHANDISING SERVICES GET RESULTS, 
| 


A well-established and influen- 
tialtrade paper. Also a bi- 
monthly Food News Letter cov- 
ering ee New Hampshire 


Food and Drug trade. 


Grocers, aiding new product in- 
troduction, retail distribution 


| 

| 

| 

| 

| 

Enthusiastic cooperation of Ne» | 
Hampshire Association of Rets'! | 
| 

and mass displays. j 
1 
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ors of educational projects | . 
h “the recordings can ba | LBC Changes Name; 


- To provide for standard-| Jones Manages WOL 
of wire speed in the ma- Iowa Broadcasting Company, 
and of the magazines, the| pes Moines, has filed an amend- 
y will soon hold a confer-| ment to its articles of incorpora- 
re with licensees. tion, changing the company name 
acies of the recorder, and | to Cowles Broadcasting Company. 
are to be ex-| The firm name of the Cedar Rap- 
a handbook the founda- | ids Broadcasting Company, oper- 
nae preparing for distri-| ator of Station WMT, formerly 
to writers and commenta-| owned by the Iowa Broadcasting 
edia, etc. Company, but recently traded to 


American Broadcasting Company 
for Station WOL, Washington, has 
been changed to the Iowa Broad- 
casting Company. 

Merle S. Jones, gens ral manager 
of Station KMOX, St. Louis, for 
the past seven years, has been 
appointed general manager of 
WOL, new Cowles station. 


Release Nestle Series 


Nestle-Le Mur Company (Can- 
ada), Toronto, has appointed Ron- 
alds Advertising Agency, Toronto, 
to place a campaign featuring Nes- 
tle’s baby hair treatment to en- 
courage curly hair. Magazines, 
| selected dailies and trade publica- | 
‘tions will be used. 


Chicago § 


WEAF-FM Operating 
Daily with NBC Shows 

Using newly-assigned call let- 
ters WEAF-FM, NBC’s frequency 
modulation station in New York, 
began operating Sept. 24 on a daily 
basis, transmitting NBC programs 
only from 3-11 p. m., EWT. The 
station has been operating on an 
experimental basis since 1939 as 
W2XWG. 

Sponsored programs broadcast 
on NBC during WEAF-FM’s oper- 
ating time are carried complete 
with commercials on the frequency 
modulation station without an 
added charge as part of a dual 


of NBC. 


Clifford Ward Stuart, manager 
of the General Electric Home Bu- 
reau since 1937 and previously 
| assistant to G-E’s vice-president, 
‘in charge of appliance business, 
|}has been named assistant vice- 
|president and assistant to the 


McGraw Appoints Stuart | 


service plan announced earlier this | 
year by Niles Trammell, president | 


treasurer by McGraw-Hill Pub- | 


| lishing Company, New York. 


Music that goes ~® 
‘everywhere comes to 
uncages' millions . 


-.-via WMAQ 


Music, the finest obtainable—broadcast from coast- 
to-coast and around the world by short wave over the 
National Broadcasting Company network—comes to 


Chicago’s millions via WMAQ. 


Music of every variety .. 


. classical, semi-classical, 
light music and dance music . . 


. it’s all heard over 


WMAQ. Every American is a lover of some form of 
music. It’s an important ingredient for a happy, well- 


radio show. 


TEN TO MOST. 


In Chicago it’s WMAQ. 


NBC’s key midwest station 
670 on your dial—50,000 watts 


balanced life. That’s why WMAQ devotes over 34% of 
its broadcast hours to this entertaining, pleasing type of 


To music belongs much of the credit for making 
WMAQ the CHICAGO STATION MOST PEOPLE LIS- 


This fact is yet another reason why WMAQ is the 
logical choice for local and spot ¢ 


ampaigns. Astute ad- 


vertisers know that their campaigns on this station do 
reach and influence Chicago’s millions and that 
increased sales and profits are the result. 


America’s No. 1 Network 


A Service of Radio 
Corporation of America 


As a matter of fact-- 


by Judge Drumwagon 


During the last 20 years a new type of mag- 
azine has been bred—the weekly news- 
magazine. This new breed has appealed 
strongly to the top-flight business execu- 
tive because it has dealt with facts and by- 
passed completely fiction, froth and fun. 


* 


Leaders in this pack of news-hound pub- 
lications, appealing so strongly to THE 
AMERICAN BUSINESS BIGWIG are 
magazines such as The United States News, 
Time, Business Week and Newsweek. 


* 


Several million Americans secure intense 
satisfaction from these matter of fact mag- 
azines, for in spite of their matter-of-fact- 
ness each has a distinct literary personality. 
Each has a flare for reporting a factual 
story with the professional story-teller’s 
charm. 
* 


Today these publications constitute an im- 
portant group in the field of publishing — 
important as an educative force, important 
to many advertisers as a direct route to 
important business men. 


* 


It can hardly be said that “Management” 
today is more important than formerly. But 
it can be said with perfect logic that it is 
much more important today for the pur- 
veyors of industrial goods to put descrip- 
tions of their wares before “Management.” 
Because today ““Management”’ is more 
closely allied to operation than formerly. 
‘“‘Management’’ must know more about 
more goods and services than was neces- 
sary in the pre-plastic, pre-radar, pre- 
stratosphere age. 
* 


AS A MATTER OF FACT, the top flight 
business man absorbs the modern news 
magazines not only for the information 
that is packed within the news pages but 
also for the latest technical news so ably 
displayed in the pages that are marked “ad- 
vertisement.” 
* * * 


To “educate” and influence management 
men, both in their corporate and individual 
purchases, use the magazines originated and 
designed primarily for management men. 


Judge Drumwagon’s column is sponsored 


and financed by The United States News. 
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Kerner, Morse Combined 

Operations of Kerner Inciner- 
ator Company, Milwaukee, have 
been transferred to New York, 
where the company has become 
Kerner Incinerator division of 
Morse Boulger Destructor Com- 
pany, with offices at 205 E. 42nd 
St. A Milwaukee sales branch 
will be continued under the direc- 
tion of Charles E. Allen, Milwau- 
kee representative for the past 16 
years. 


CES rer eee Ary Nee Foote hs 


Wapson Ridiia, LTD. : 
“Publishers Representatives * 
: SINCE 8) 1928 


Be. 


AN FRANCISCO 
eee 


LOS ANGELES 
GARFIELD BLOG. ft 


Le Sige AEB e 


CED Forecasts Spectacular 
Gain in Small Businesses 


Pointing out that 2,000,000 
enterprises in the U. S. have 
fewer than 100 employes, com- 
pared with some 3,500 firms em- 
ploying more than 1,000, Lou Hol- 
land, chairman of the committee 
handling the special problems of 


| small business under the Commit- 


tee for Economic Development, 
declares that the best solutions to 
these problems lie within the com- 


|}munities through “concerted ac- 


tion over a long period by many 
different private groups working 
together, and in cooperation with 


WWL Adve. 
Jan. 1941 


You Think of 


When You 
Think of 


NEW ORLEANS 


107,688 NEW WAGE EARNERS 


(Since 1940) 


The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


WWL—LAND 


WWL Dominates the NEW Deep South— 
Headed for PERMANENT Prosperity 


CBS AFFILIATE—REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


federal, state and local govern- 
ments.” His declaration is made 
in a foreword to the CED’s re- 
cently issued booklet on the “Spe- 
cial Problems of Small Business.” 

The special problems of small 
business are described under the 
handbook’s headings: Aid to Man- 


Finance and Credit Assistance; 
Opportunities for New Business; 
and Local Obstacles to the. Birth 
and Growth of Small Enterprise. 
It continues: 

“A major handicap of the small 
business man is the limitation on. 
his time and facilities for gather- 
ing the needed facts, plus the 
additional problem that he does 
not know where to get them.” 
The handbook urges that he be 
provided with “planning tools,” 
and suggests concerted action to: 

1) Assemble information on such 
matters as local purchasing power, 
market surveys, postwar munici- 
pal plans, and then organize it in 
a form that will meet the specific 
needs of local business; 

2) Organize community or pri- 
vately-owned research institutions 
and laboratories, or make avail- 
able the technical and commercial 
research facilities of local educa- 
tional and technical institutions, 
to provide needed technical serv- 
ices to the small business man at 
cost; 

3) Assist local enterprises in 


obtaining the equity capital which 
| they need and deserve, and where 
|feasible to create community in- 
'vestment funds to provide capital 
| for local small enterprises; 

4) Ascertain what new enter- 
|prises, either in manufacturing, 
| service or distribution, may be 
|especially suitable for the local 
economy and therefore may offer 
permanently profitable opportuni- 
ties for individuals with initiative 
'and imagination; 
| 5) Recommend corrections or 
|modifications of unfavorable local 
‘regulations such as_ antiquated 
| building codes, state or local trade 
_barriers, and in general all out- 
moded regulations detrimental to 
the current needs of small enter- 
prise. 

Foreseeing ‘“a spectacular in- 
‘crease in small businesses,” the 
CED handbook emphasizes the 
importance of assisting returning 
veterans and war workers to go 
into business for themselves. 


% * * 


Postwar planning is featured in 
the sales refresher course currently 
being held at the Johnson & John- 
son Company’s New Brunswick, 
N. J., plant. Under the supervision 
of Harry Brandhorst, formerly 
manager of the company’s North- 
western division, and recently re- 
turned from active duty as an 
Army captain, the courses include 
discussions on merchandise, dis- 
tribution, products, a study of the 


HELP WANTED 


by trade magazine 
publishers 


ADVERTISING LAYOUT MAN 


—experienced in visuals 


MAKE-UP PRODUCTION — 
MEN OR WOMEN — with 


magazine experience 


SALES PROMOTION — expe- 


rienced in merchandising 


SPACE SALESMEN—SENIORS 
AND JUNIORS 


Permanent positions with com- 
mensurate salaries and broad 
postwar possibilities. 


Box 5120, ADVERTISING AGE 
330 W. 42nd St., New York 18, 
N. Y. 


agement; Technical Information; 
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company’s main plants and sub-| United States prosperous | 
sidiaries, and its policies and prac-|time years, Mr. Folsom : 
tices. politics never once ente; 4 the 
The classes are given for sales-| discussion among the 1) Demo, 
men from each of the company’s | crats and eight Republica . 
10 divisions of the general line,| committee. He predicted ; 
three hospital division salesmen sales tax is unlikely in th: 
and a general line and hospital|time era, and urged cit 
division manager. Begun earlier in|,states to plan now for 
the year, the courses continue for| public improvements, with 
a new group every three weeks. aid for long-time project: 
7 = vances in consumer prices 
That the importance and scope|expected to take care 
of the Pacific war will obviate a| costs as a result of highe, 
sharp, sustained dip in employ-|and material costs, he said 
ment when Germany is beaten, is 
the opinion of Marion B. Folsom, 
director of the House special com- 
mittee on postwar economic pol- The T=] 
icy and planning. Mr. Folsom is|| g~ytomortive SERVICE INDUSTRY 
on leave from the Eastman Kodak ts eating es einep Giveeecows verics 
Company, Rochester, N. Y., of in its history. Cover this market 
which he is treasurer. thoroughly with Automotive Digest 


on a por = ee in VOLUME COVER AGE* 
employment cou ast only a few 7” x 10” PAGE SIZE 


weeks at most following V-E Day, 
LOWEST COST 


is based upon the fact that hos- 
Write for Market Study 
*75,000 


tilities in the Pacific theater will 
increase in magnitude and inten- 
sity, and that the Navy and Army 


air forces will need vast amounts | MVUBGe) i (ehah ad DIGEST 


of materiel. geet ; 
In discussing the preparation of Cincinnati 10, Ohio 


the report on a plan to keep the 


“General Motors has me on a merry-go-round” 


“I've got spots before my eyes 


trying to figure out who to sell next. Why did 
I ever open that MeKittrick’s?” Fs 


Bretten, GM TRUCK’S Little, A@@jPre 
SPARK PLUG’S Isherwood. DELCO 
Lewis, HYATT’S Porter. YE 
DEPARTURE’S Sigourney. THY 
GASOLINE’S Kaley? 


ALL RIGHT, so you want to sell 
General Motors. 


Open any directory, and you'll 
find 24 divisions, several sub- 
sidiaries—10 advertising agen- 


cies. Where do you start? EACH OF these GSM’s pxys /0% 
’ ’ i ( and pays attention to me 0 
We aes,» et eS more of the 5 advertis:g-mat 


salesmen that march into Gen- 
eral Motors, regularly, and by 
invitation. Yes ... start with the 
5 major advertising-marketing 
magazines. 


keting magazines. 


And don’t forget thos: 
agencies. We checked | ¥ 
largest, tallied 351 p subs 
Perhaps that’s why w -° 
sistently keep singing . 


() GN 


five 


you’D EXPECT these books to be 
bought by the key advertising 


No other medium, or . 0“? ° 
media, can match this 
pattern—at anywhere 
parable cost—at any « 
account or agency. 


executives .. . and they are. But 
what’s an open door to men like 
this worth CHEVROLET'S 
Holler, capiLLac’s Ahrens, 
BUICK’s Hufstader, FRIGIDAIRE’S 


You'll catch plenty of brass rings 


if you're a regular rider 


with the 5 advertising-marketing magazil) 
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-E Day Smash 
at japan Asked 


Demo 
On the . 
tal ‘fapy Radio Bureau 
on Washington, Oct. 3.—Radio sta- 
reeded ‘ons and advertisers are urged 
aM, turp ‘ne heat on Japan on V-E 
A Day a special letter from 
} » Ie @! ge udlam, chief of the OWI 
addeMgRaiio Bureau. 
Wage Asserting that the V-E. Day 
Se od of “unrestrained rejoicing 
* nay tempered by “deep and 
“BB ohars quiet thanksgiving over 
==) Foornplisnment of half of a tre- 
2,| =| -” task,” Mr. Ludlam points 
UsTRY|MEbu! {bot many people “for the first 


ray ask, “What is actually 
‘ in the war with 


arke had of us 
\GE* 4s an answer, he enclosed a fact 
for the new OWI campaign 
SIZE \Mipeicncd to explain the problems 
‘defeating Japan to the public. 
nresents facts and figures to 


nd” 


Little, aq 
|. DELCO 


- NEWB Located on West Coast, this industry 
E THYME oroc 


te! 


\ 


0) GN ‘ : 


nae t man, however, the future 


, motion and advertising 
dustrial, college training 
+ not exontial. He will 


t the belief that a year and 
to two years of fighting 


lait 
enain. 

qt is the earnest hope of the 
bio Bureau that advertisers, 
eworks, and stations will find it 
asible to adhere closely to sched- 
id assignments on V-E Day and 
ipreafter, perhaps rewriting mes- 
wes to include pertinent copy 
hnts on Japan,’ Mr. Ludlam 
rote. 


= Day message, either as a sub- 

Htute for a commercial announce- 

“nt or for some other purpose, 

e trust that the material in the 

aclosed fact sheet on Japan will 
» of use to you.” 


ities Service 
anges Format 


tities Service Company, New 
fork, on Oct. 27, will change the 
ymat of Cities Service Concert, 
dest consecutive commercial net- 
pork program heard for the past 
B years on NBC, Friday, 8-8:30 
Lm., EWT. 

Formerly starring Frank Black’s 
chestra, Lucille Manners and 
ss Graham, the broadcast will 
heard as “Highways of Melody” 
ith Paul LaValle’s orchestra, and 
weekly guest star. Foote, Cone 
Belding is the agency. 


0 Foreign Sales Post 


J. C. Hussey, vice-president and 
hanaging director of Royal Type- 
rir Company, Montreal, has 
en named sales manager of the 
mpany’s foreign division. Mr. 
ussey joined Royal as a foreign 
respondent in 1923, and was 
eviously assistant sales man- 
ger in the foreign division. 


Building Material Industry Needs an 

Assistant Advertising Manager to Help 

Promote $75,000,000 Annual Sales 
Volume 


important building materi- 
ecialties which are distrib- 
nally and internationally. 
not a war baby, has no 
conversion problems. Man 
handle direct mail prep- 
dealer helps and other 
sles promotion. Should be 
out good copy on occa- 
hould know how to direct 
preparation of catalogs 
al literature. A man with 
plus an orderly mind that 
enough detail to keep dif- 
aigns going without con- 
rking conditions are above 
r many, the location will 
t in which to live. You 
h on the starting salary. 


bstantial salary increases, 
erience and an oppor- 

ivance within the industry 
ds. The whe 

is probably under 30 


1 4 to 5 years experience 


man will 


‘March of Time’ 
Has School Edition 


A new edition of March of Time 
for use in schools and clubs, 
known as the Forum edition, is 
available on a rental basis. These 
special adaptations of the regular 
March of Time are of 16 mm. size 
and run from 12 to 15 minutes. 

Lois Simpson has been ap- 
pointed sales supervisor of the 
new edition, which will have of- 
fices in New York, Chicago, and 
San Francisco. 


Lincoln Joins L&M 


Joe Lincoln, formerly radio time 
buyer of Donahue & Coe, New 
York, and previously with Erwin, 
Wasey & Co., has joined Lennen 
& Mitchell, New York, as business 
manager of the radio department. 


“Architectural Forum’ 
Promotes John Beard 


John Beard, of the Chicago 
office of Architectural Forum, has 
been appointed eastern advertis- 
ing manager, succeeding Jack R. 
Aldrich, who has joined the sales 
staff of Life. Richard N. Jones, 
western advertising manager, has 
moved his office to Chicago and 
assisting him in the Cleveland ter- 
ritory will be Garrett S. Living- 
ston, formerly financial secretary 
of the University of Colorado. 


L’Hommedieu Named V.P. 


Paige D. L’Hommedieu, with 
Johnson & Johnson, New Bruns- 
wick, N. J., since 1929 in various 
managerial positions, has been 


elected vice-president in charge of | 


general line sales for the com- 
pany’s surgical supplies. 


| with motion picture copy.” 


Newspapers Make Record 
Gross for UA Picture 


Newspaper advertising, chief 
medium used to promote the 
United Artists picture “Since You 
Went Away,” may result in a $25,- 
000,000 box office gross for the 
picture, Lou Pollock, advertising 
director of United Artists, predicts. 
This estimated gross would place 
the picture second among “the 
money-winning films of all time, 
the record holder being ‘Gone 
With the Wind,’ which had the ad- 


vantage of being released in the | 


unrationed days of peace.” 

Bulk of the $500,000 appropria- 
tion to introduce the picture to the 
public was spent in newspapers, 
and ads were limited to factual 
statements and simple art layouts 
—‘with not one of the glowing 
adjectives ordinarily associated | 
This 
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|may mean a new trend in picture 
|advertising, Mr. Pollock added, 
and may continue even after peace 
|restrictions are lifted. 


Heads MBS Tratftic 


Dorothy Driscoll, former assist- 
|}ant traffic manager of Mutual 
|Broadcasting System, and pre- 
viously with Buchanan & Co., New 
York, has been named MBS traffic 
manager, replacing Paula Nicoll, 
| resigned. 


SOLD! SOLID! » SOLD! SOUND! 


Koss Frevens 


Special Editions, sections, pages are sold 7 

solid and soundly on an insured program. § 

Free survey at your request! Pe 
PORTSMOUTH, NEW HAMPSHIRE a 


“Should you prepare a special | 


gotta look nice. 


Ken Caldwell could tell you some 
mighty nice things about me. 

You see, I’ve meant a lot to the 
V. P. of Sales Builders, Inc., who 
handle the advertising and distribu- 
tion of the Max Factor Pan-Cake 
Make-up. And Max Factor’s Pan- 
Cake has meant a lot to me. I’ve 


That’s why Sales Builders began 
courting my kind of girl in Cosmo- 
politan way back in 1930. The court- 
| ship is still going strong. 


| Ken says I'm a natural! 
I’m that typical Cosmopolitan reader 


35. Like me. 


you’ve been hearing so much about 
in selling circles lately. 


Young! The majority of us Cos- 
mopolites is under 35! And hundreds 
of thousands of us are WAY under 


Got my eye on the handsomest 
lieutenant ever. So looking my pretti- 
est is important business with me! 
And I could be important business 
to you, if you’re in cosmetics. 


That makes me... 


Just about the best prospect you 
could find. Cosmopolitan really works 
at getting us young ones. With those 


[‘osmopolitan 


lve been seeing so much of H IM’ 


wonderful y 


and I’LL TRY 


"Oh! | thought 
you were 


Ken Caldwell— 


who know how to write. 


Now then... 
If what you’re selling looks good to 
you—better tell a girl like ME about 
it. Chances are it’ll look good to me 


oung stories by people 


IT! I can afford to! 


Cosmopol 


e os re ” have j inthe future! 
details will be appre- 
t portrait should be at- 
canaaek ie Uaeurad GREAT WRITING MAKES GREAT READING! 
LIN ADVERTISING AGE 
St., Chicage I 
aL —— = — — —<$$ — = 


Cosmopolitan 
a Readers have 


£ >) Always have hiedn, 


itan Readers are YOUNG! 


Cosmopolitanis where 
you'll findthat 

whopping high percent- 
c=6 age of us under-35's. 


MONEY 19 SPEND! 


they have now— and yo 
u 
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52 Advertising Age, Octobe, 9 gag Ade 
: ; | an office in Dallas for Purdy Com- REPRESENTATIVE W\ \ pp 
ss . , : a 2D 
is Mee Sei ew dork, has| Dany, Austin, Tex., marketing con. The Advertising Market Place Marr ||| 
- _ ft hine Comany, New york juss fultani, Mrs, Slator was granted g gressive bame® feof Ah 
York, to handle advertising in|® leave of absence by Francis H. The rates for this department are as follows: “Help Wanted,” Chicago, its biggest marke. 
cis ane sublications for | Leggett & Co., New York, to be- “Positions Wanted,” “Representatives Wanted,” and ‘Represen- or wire, | _ oP 
business and trade publications for come executive secretary of the tatives Available,” 50 cents a line, minimum charge Terms none oX 5127, ADVERTISING Ac) 
= ahipies its infants’, sport and novelty ‘pti : . eae I with order. All other classifications (single insert on rates): 330 W. 42nd St., New York 1s, y 
ee aii advisory committee on wholesale | ¥% in. $8.50; 1 to 8 in. $6.50 per inch. oe N 


distribution in Washington. Most} 


recently she has been working on 


POSITIONS WANTE)) 


WORKED, R ADVERTISING EXEC UT! 


S SUBJEOT TO PRIORITY REFERRALS 
MUST BE CLBARED BY THER USES OR OTHER 


sala aa nt . VE 

7 . ‘Capable, agency or ad et 

Mrs. Slator Leaves OCR textile and clothing shortages. AUTHORIZED CHANNELS. wae gate” wen or may. de} rth 
Mrs. Helen M. Slator has re- —_—-- | re ae merchandisii : 

: : tae | | >) 4 1g, for +i 
signed from the Office of Civilian . : accounts in consumer’ trae. 
Requirements, WPB, to organize Keating Appoints Klaus OUR CLIENTS NEED— trial, technical markets a 
Harold Klaus advertising man- | MERCHANDISER—Heavy household appliances; must be outstand- lications). Outstanding j; “i, 

of Little Tot Food Products|| im8,Age Imt 40. Salary $20,000. Mail, Sales Helps soon in ¢ 


ager MERCHANDISER—EXxp. office egpt. Successful red. Degree prefd. mand. Broad knowledge 


Company -for the past five years, | Age Imt. 40. Sal. $7500. ain ene ‘a ; production. Uni. Eng. & aS. 
as resi j0i ate | MERCHAN DISER—Power boats, -B. otors, amp eqpt., canvas ants permanent connect “ 
THE BAKING INDUSTRY — has resigned to join _— Ke at goods, etc. Successful red. Age imt. 40. Salary $7500. ability is valued. } 
jing Company, new Cincinnati || MERCHANDISER—Radio. M. O. exp. helpful. ‘Salary open. Box 5130, ADVERTISING Gy 
|agency, as_ vice-president ore, ASST. SALES MGR. sees pe _eapertonces. 100 E. Ohio St., Chicago i 
supervisor of the creative depart- Degree preferred. Soon advanced to S.M. Salary $10,000. CREA 'E ADV. MAN ; 
/ ~ ~ , . P 1 MANAGING EDITOR—High caliber. Mo. publication. Sal. open to OFFERS SPARE TIME ae ER tiie 
ment. Amos Twombley, formerly $15,000. Now directing advertising rh he: vel 
with Blackett - Sample - Hummert, | ‘ Confidential treatment. of well known national ad... ej) 
FACT NO. 5 — and Dorothy Solon, food editor for | ' 
| 


Can serve one or two elient 
sultant capacity on plannin,: ‘ 
layout, copy and art direct} I» cat 
experience in various field I 
production. Chicago fi 
please. 


Free booklet.“How to Match Men and Jobs” sent upon request. 


PERSONNEL CONSULTANTS 
(Matching Men and Jobs) 


- Key men subscribe to 
- BAKERS' HELPER — im- 
- portant baker-buyers re- 
7 sponsible for 90% of the 


several midwest newspapers, have | 
been added to the copy staff. 


a ab tn meagan ; ¥ ichi , i Box 5131, ADVERTISING Acie fae 
7 uae. Yee on dee Ward to ‘Pathfinder , 8 South Michigan Ave., Chicago 3 Phone Andover 3129 ros Sih, Aer’ RTISIN i AGE 
ae customers and prospects. | eee a i 


Thomas P. Ward, formerly in vey, LET ME Do IT 
ithe planning and developing de-| HELP WANTED HELP WANTED If you are short on copywrite: 


Industrial and technical background 


Recognized market, modern plant, 


ar oti Three openings with growing mid- | Advertising salesman for daily with | on work, I could be valuable to 
270 Broadway, ¥ = partment of Celanese Corporation west eee Agency for: 33,000 circulation. A replacement] Background includes fiftee, ye 
of America, has joined the New ACCOUNT EXECUTIVE now open for a top man. Real op-| exceptional experience as News) 

SHED EVERY TWO WEEKS York sales staff of Pathfinder COPYWRITER portunity. Active advertising list.| reporter, advertising and 1; 
| Washington, DD . & ‘ RESEARCH MAN Layouts and copywriting essential.| writer. Acute, personable fe, 


seeking duration-and-six-mont 


" desired. These positions hold real|friendly staff. Resume of experience, | in New York area. $100 a week, 

: opportunities for a medium-size, 4-A|age, draft status, ete., first letter.| __ Box 5137, ADV ERTISING AGE 
Agency, well established, with well- | Pawtucket (R.I.) Times. 330 W. 42nd St., New York 18, N 
|}known national accounts. Corre- WANTED °}°»”©&=&©§ RESEARCH DIRECTOR, You nce 
|spondence and interviews will be|pigLpD RESEARCH INVESTIGA-| man with 7 yrs. experience in prog 
| held in strict confidence. aes TORS: We have requirements for | Uct, an & copy testing, marke 

Box 5092, ADV ERTISING AGE exceptional people (men or women) | Surveys & economic rese arch seek 
100 E. Ohio St., Chicago 11, Ml. in a few of the principal cities to | opportunity to set up or take oye 
handle continuing reader research | research dept. for Midwestern ma 
assignments for our periodical pub- | facturer or advg. agency. Gent 
iad) STATEMENT OF THE OWNERSHIP, | |isher clients. Ours is the most chal- | Married, 2 children, draft deferred} 
ee ' MANAGEMENT, CIRCULATION, ETC., | lenging job in the research field and coll. degrees. Have availability ce. 
spike REQUIRED BY THE ACTS OF CON- | calls for top notch personality and | tificate from present employer 
GRESS OF AUGUST 24, 1912, AND head work more than hand and foot oa, box 5118, ADVERTISING AGE 
MARCH 3, 1933 work. We pay accordingly. Will- | 330 W. 42nd St., New York 18, N. } 
Of Advertising Age, published weekly at|ingness to follow our instructions | An up-and-coming manufacturer ex 
z Chicago, Illinois, for October 1, 1944 and methods more important than | panding his advertising activi 
State of Illinois} previous GFraence-. Apply by letter. ties is looking for an alb 
: THE EASTMAN RESEARCH round advertisi ag 
— County of Cooks ORGANIZATION — Seana — ng man w 
, P - » " "4 I mad S e) rie -e ys 
-_ * Before me, a Notary Public in and for 330 W. 42nd St., New York 18, N. Y.| Now advertising manager of natio ' 


the State and county 
ally a'ppeared G. D. Crain, Jr., who, hav- 
ing been duly sworn according to law, 
deposes and says that he is the Publisher 
of the Advertising Age and that the fol- 
lowing is, to the best of his knowledge 
and belief, a true 


aforesaid, person- 


ally-known manufacturer, si 
pervising promotional! liter 
ture, technical articles, « 0. 1 
vention exhibits, house orga 
Formerly business manager 
a national trade paper, put 


ADVERTISING, PU BL ISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 


stateme . m- 4 : . ct relations agent, and practicing 
ng statement of the own 310 S. MICHIGAN, CHICAGO l ‘ g L and p a ic 
an : ership, management (and if a daily pa- 20 YRS. ADV. EXPERIENCE : printer. A. B. in Journalis 
i per, the circulation), etc., of the’ afore- | —_* =a AB mon ; oa ~ Knows all types of advertising 
m said publication for the date shown in| ACCOUNT EXECUTIVE to join rec- industrial field; as well 


the above caption, 
of August 24, 


ognized medium size 
new business 


printing and 
nies involved. 


required by the Act 


Chicago Agency 
1912, as amended by the|in a 


development ca- 


production te 


Act of March 3, 1933, embodied in section | pacity. Must have Agency experi- | For good reasons wish to change 
| 537, Postal Laws and Regulations, printed | ence, excellent references, good con- jobs ata salary commensurat 
|on the reverse of this form, to wit: tacts and strong sales ability. Give with responsibilities and 
| 1. That the,names and addresses of |complete information first letter. chance for growth with 4 

the publisher, editor, managing editor, Our Executive Staff is familiar with sound company. : 
and business managers are: this advertisement. All applications 30x 5134, ADVERTISING AGE 
7 Publisher, G. D. Crain, Jr., Evanston, | Will be kept in strictest confidence. 100 E. Ohio St., Chicago 11, Ill Z 


Iu. Box 5032, ADVERTISING AGE TELEPHONE SELLING and invest: 


Editor, S. R. Bernstein, Chicago, Ill. __100 E, Ohio St., Chicago 11, Ill. | gating; expert letter-writing, ef- 

Managing Editor, J. B. Miller, May- SP: ~ © 1S se >. RED cient prospect creating, sales devel 
wood, Ill, sag iccenmenimnes oping, market surveying, statistical h 
5 Sidi Business Managers, None. Chicago-New York Territortes data ca refully collected ; research I 
a 2. That the owner is: (If owned by a| GEORGE WILLIAMS—Personnel | ¢/a58es for post war t 


sales possibi ut 
ties in any territory or country, C ‘ 

give 16 hours Gaily to any hast 
problem and will guarantee satisfat- 


corporation, its name and address must 
be stated and also immediately thereun- 
der the names and addresses of stock- 


209 S. State St.—Har. 2063, Chicago 
| WRITER to assist house organ edi- 


holders owning or holding one per cent tor; prepare direct mail. Technical | tory and successful results or yil 
ar more of total amount of stock. If not background helpful. y National 2d- pay nothing. First two weeks wi! 
owned by a corporation, the names ana | YeTtlser. Position in New York City. | familiarizing myself with specif 
addresses of the individual owners must | >*@te qualifications, | salary expected. | job is free to client. You may hat 
be given. If owned by a firm, company Box 5132, ADVERTISING AGE my services on salary, commissit 
& 7 he m, company, | 330 W. 42nd St New York 18, N. Y. j ilabe 
| or other unincorporated concern, its name | ~~~ I ie FB ew Orn 1 _Y.]or so much for the job. Avyaila 
| and address, as well as those of each in- ARTISTS immediately. : 
| dividual member, must be given.) Layout and idea artists capable at 3i11 C nen, 3? Linwood Ave., 
| Advertising Publications, Incorporated. | direct mail or display design for top- “Origi t _ Nea N. \ sell- 
- | Chicago, Ill. | flight medium size fashion studio. ee yA “ae ewspaper SG 
al | G. D. Crain, Jr., Evanston, Ill; Ger-| Exceptional postwar opportunities. | /2& poess See: i 
26 |trude R. Crain, Evanston, Ill.; Adele|Good pay. Moving expenses. Apply FREE LANCE COPYWRITING nee 
| Bass Bernstein, Chicago, Ill.; 8. R. Bern- Display Corporation by a sales-minded, experienced ma! ta 
ike ; | stein, Chicago, Ill.; O. L. Bruns & Mar- 357 E. Erie, Milwaukee, Wis. 30x 5138, ADV ERTISING AGE cn) 
+ a guerite Schearer Bruns, Chicago, IIl.; ere 7 ape 109 E. Ohio me. a: hicago 11, Il 


Secretary-assistant with adv. agency 
or nat’l pub. exp. for new business 
dept. of a medium. Good advance- 
ment and postwar opportunities. 


Crain, New York, N. Y.; 
White 


e we Kenneth C. 
Sc | in _—s Cc. B. Groomes, Thi Trae a, uss: 
J. B. Miller, Maywood, Ill.; B. G. Rehm, 


Chicago, Ill; E. K. Hamlin, Vandalia, 


MARKET RESEARCH DIKE‘ rol 
Twelve years manufacturer, «xt 

and consultant experience. Know? 
phases of market analysis, i! ding 


4 Meet WHB’s John 


H +4 Mich.; Jane F. Ivie, Tucson, Ariz.; | Write fully. com “aseaee. os . s 
} ; ; , ’ “3 . Bae -RRTISING vie plete surveys, sales 
a Radio Veteran ...and our Genial General Manager! Mary E. Sanders, Evanston, IIl.; M. E. 33 — rt bi 2D a eee ace - |market potentials, statisti: mate 
Crain, Chicago, Ill.; Jessie W. Crain, La | 229 _ 42nd St.. New York 18, N. Y. rials, sources, budgeting, preparing 
To pioneer in radio, you begin as a Automobile School” station, one of ey ye aictiaes ; ARTIST WANTED reports. Familiar marketine pro! 
rs . . . : : 3 é < y ) olders rt- m tus . . — - ine sig f nt in 
ah “ham” about 1914...instruct in the thegreatpioneersinAmericanbroad- {od other sucusity holders awn. | Lf youre a competent, v ersati le some, and ys ne Te D 
a) ores ° : . é » & § j ‘ P s » ray are’s a swe € ar. y. ¢ 
a Naval Radio School at New London, casting. You manage WHB uninter-_ | ing or holding 1 per cent or more of total|@hance for you in a. fast-growing | resultful program, Employed leadilé 
“< Conn., during World War 1...then rupte ly through the years ...1922 | amount of bonds, mortgages, or other se-| Southern agency under an unusual | firm. Prefer New York, colle 
: work for IT&T and the “Father of to 1944... and you learna lot about = “Uril'«s sey (If there are none, 80 | art director. You'll be pushed ahead age. 37. see Siete ACS 
eh . 99 : ieee deine! . Pe ° as you develop—your future is up x 5135, D} SING AGE. 
) rae Radio”, Dr. Lee De Forrest, in New _ how to give radio advertisers sincere | "(that the two paragraphs next above, | 9%, You,develop—your future is up to| ,, Box 6135, ADVERTISIN: N 
York. You cruise some 75,000 miles service. “Sincerity” is the word for | giving the names of the owners, stock- | quirements in your first letter. Do | ADVERTISING AGENCIES “haps 
"2 as “sparks” on a tanker...then install WHB's John T. Schilling.. crown Bevciey BF ncag Bh ante tg * —— kone, | not_send samples until requested. one of your clients needs t n 
° . |} contain ot o e st of stoc olders : DA! yr. TR y IC ‘hk pion on ae ° - itive 
a transmitter for an oil company at plus modesty, ability and being jana Se alate he ao samen’ rs 0123, ADV ERTISING AGE Qutstanding young, sales exccuth 
Tampico,Mexico. Along aboutApril, ways-on-the-job to serve WHB lis- upon the books of the company but also, | — — as : : ) Be SRNSTARtAS Susi y a! 
P & y } . | MERCHANDISING NAGE »,, | tomotive, Hardware, Mill $ : 
1922, you and a chap named Sam teners and advertisers. If you want | in cases where the stockholder or secur- | ME t MANDeeti G mA! 4 layd - BY Paint Field. Interested in | 
. : ‘ or é -ars ) » b s 0 + 0 r este Ss -} Ne é é J 8s- +. _ 2 » tof 1 - 
Adair build WHB in Kansas City— _tosell the Kansas City Market, WHB | eucur an teases or te any other fde-|soclation in Chicago whose Mom- Sales and Advertising ee 
oe” . . & y as ‘ ‘ 3 : ) . aa > s > é ac 
originally known as the “Sweeney is your happy medium! l ciary relation, the name of the person er bers p ro ducts are distributed Fat Poa Boy “plus bonus 
|ecorporation for whom such trustee is|through furniture and department | FHOG VERTISIN \Gh 
i coe k ‘ 1 orporation Pheer: u e and ' | Box 5099, ADVERTISI! ( 
acting, is given; also that the said two|Stores. Want experienced man to | 90; , 49 re four Vor} 
i i For WHB Availabilities, Phone DON DAV 5 | paragraphs contain statements embrac-| develop and install sales training | =~ Lf zene =a abd. or 
; KANSAS CITY — Scarritt Building — HArrison 1161! ing afflant’s full knowledge and belief | Courses, outline modernization of de- |Spinite, hae oom “Zoarite, 
NEW YORK CITY—507 Fifth Avenue—VAnderbilt 6-2550 as » 4 ay — ~ and Cagere ore pampaty tse toy anon aahais babarenee, kind. ‘Experience ‘from t} 
. . ae <2 stoc 1olders é ‘ set "ity . . « “, © om es « on ‘ ‘ . - 
CHICAGO — 333 North Michigan Blvd. — CENtral 7980 Sakina” oer a ee Hemet hs sctee ile ings, etc. Give’ experience, educa- | tries: Russia, Germany an 
HOLLYWOOD—5855 Hollywood Blvd.—HOllywood 6211 books of the company as trustees, hold a ahe ak? referer iY ”~ Sa +3 a | Take full ee et 
stock and se¢ rities in a capacity othe $9, ‘00 per year. ALSO 2 ssistan 0 | 
, KEY STATION for the KANSAS STATE NETWORK Tt Pep pe fag te fide uel aad ar che above with similar qualifica ions, | 512 East 165th St., Bronx 
i ichi i * Empori affiant has no reason to believe that any | S@lary $7,000.00 per year. GOOD SALES LETTERS 
Kansas City * Wichita «+ Salina + Great Bend Emporia — ss renee > pMcael Box 5125. ADVERT ISING AGE vital tomorrow as guns 
Missouri Kansas Kansas Kansas Kansas spenal rhs ‘1330 W. 42nd St., New York 18, N. Y.| Earl Ticen—Lake St. St 
has any terest direct or indirect in the —_ itil 
said stock, bonds, or other urities than 
HOOPER tati Stati . . S . is so stat ed by him - ~F' e we , . [ 
ation tation tation tation ‘ tl a ; , ™ > al m 
momen x | Sato" | Station J Statin | Staion | pgp J Station J.’ attics numer ot cvie| Wilson Rejoins TWA __| president and general ms. 
0 each iss o 8 publicatio sol¢ o , as +: 2 s p 
JULY—AUGUST A distributed through the maile or other- Brig. Gen. Thomas B. Wilson tle, until joining TWA i: om 
MON. THRE FRI. vise, to paid subscribers during the/ wil] be released by the Army Nov ; 
twelve months preceding the date sho mn ? A, ‘ “Ee ‘ ber 1938. 
s-i2a.m, | 13.7 | 11.4] 28.0] 13.7 | 31.0 2.2 hove is not reauired. ¢This information |? 8nd placed on inactive status to ; 
s required from daily publicatons only.) | Tesume duties as chairman of the ° aS 
HOOPER {Station | Station | Station | Station Station * alan ey aga on ,| board of Transcontinental & West- Reid Uses Newspc we 
(Signature edi r ublisher »usiness . . . . aA-R 
‘ AFTERNOON INDEX A B Cc D WHB £ 7 pee cs Bore . pu isin ern Air, Inc., Kansas City. Gen. Copy for Doggie Tid 
; JULY —AUGUST Sworn to and subscribed before me| Wilson, who has seen nearly three | uct of H. D. Reid & C - 
MON. THRU FRI. this 16th day of September, 1944. years of foreign service in the/|is being placed in Canad! . 
2-6p.m, | 18.1) 5.8 | 19.1) 29.1) 24.7 | 2.3 Seal) 8. G. REHM, | Southwest Pacific and the China-|through Tandy A¢ 
, Ms mmission expires Nov. 14, 1947) | Burma-India theater, was vice-| Agency, Toronto. 
; 


¢ 

va" 

T G 

7 Zeal ICE 

: = BAK Var 
. PUBL 

™ ins | 7 - 

. = e a 

Son 

sub 

aa mee rs PE us 

Cor 

mec 

By id 


' 


\ 


t 
1 
r 


ure 


(1eS and 


1 
i 
l 


] 
I 


I 


qpers Hl 


ers, loglilferce to be held in New York next 
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sing Age, October 9, 1944 


“Hospital Care 


~ HGroups Consider 
*BNational Ad Drive 


‘continued from Page 1) 


ind 


l 1" vartising at the convention, Alfred 


L.Golden, public relations director 
nial of th Associated Hospital Service 


Neral {New York, told ADVERTISING AGE 
bs tha newspaper campaign cost- 
000 will be conducted there 

Other Blue Cross execu- 


, 
i) 
I the 


GER Pate; reported plans for radio ad- 
VICE ME: cing in several localities, prin- 
rt sally in New England, and the 
n cu seeral feeling among the advo- 
a cges of a national advertising pro- 
i ‘lam was that the success of 


onyfgnmerous local campaigns would 
: Foal evntually lead to national adver- 
‘IE ting. The subject will undoubt- 


edy come up again at a confer- 


a March. 
vSpa Network Show Suggested 


It was reported at the meeting 
mre that the plan which the J. 
Valter Thompson Company had 
sbmitted to the group would have 
jcluded a weekly musical pro- 
ram over the Blue Network. 
stanley Resor, head of the agency, 
sa director of the Associated Hos- 
nital Service of New York. 

One of the subjects closely re- 


will head the publicity depart- 
ment. 


CAB, Hooper Rate Dewey 
and FDR Campaign Talks 


The speech by President Roose- 
velt Sept. 23, broadcast on CBS 
and NBC, had a rating of 26.4, 
according to the Cooperative 
Analysis of Broadcasting sample 
in 81 U. S. cities. The .a.k was 
heard by 82.8% of all radio listen- 
ers at an hour when 31.9% of all 
radio homes had sets in use. Gov. 
Thomas E. Dewey’s speech answer- 
ing the President, broadcast Sept. 
25 on NBC and the Blue, was 
rated 20.9 by the CAB, which 
stated the address had 59.7% of 
the listening audience when the 
total audience was 35% of all sets 
in use. 

The 


President’s speech was 


rated 35.2 by C. E. Hooper, Inc., | 


as based on eastern and midwest- 
ern figures. This compares, 
Hooper says, to Gov. Dewey’s 
maximum rating of 25.3. 


K. J. Farthing Promoted 

K. J. Farthing, member of the 
sales department of Canadian 
Westinghouse Company, Hamilton, 
Ont., has been promoted to man- 
ager of the company’s sales pro- 
motion division. 


Abbott Joins KALE 

Leith F. Abbott, formerly adver- 
tising agent for the northern divi- 
sion of the Southern Pacific Com- 
pany at Portland, Ore., has been 
appointed director of publicity 
and public relations of Station 
KALE, Portland, recently pur- 
chased by the Journal. 


OPPORTUNITY FOR SALESMAN... 


who has enough personal selling ability to sell big men in advertising i 
agencies and manufacturers doing national advertising Criterion ae 
Service, which is a consumer medium of poster advertising operating ee 
in naborhood retail shopping centers in the principal markets of the : 
United States and Canada. Salary and Commission basis. Working 
out of New York office. Experience in product merchandising, dis- 
tributing through retail stores helpful but not essential. Experience = 
selling other accepted consumer media helpful but not essential. 
Proved personal selling ability to big men based upon intelligence 
and good character is essential. Apply by letter only. Give in writing 
complete facts about yourself up to present time. Address Edward B. 
Daniels, V.P. & Sales Mgr. Criterion Service, Chanin Building, 
New York 17, N. Y. 


= * - oo 


i 


lated to the question of national 
-cvertising, and especially the de- 
relopment of large enrollments by 
ompanies operating nationally, is 
i uniform contract covering rates 
ind services offered by the vari- 
mis plans. At present there is 
ynsiderable variation in the local 
dans, but in spite of this many 
o: the largest corporations in the 
ountry are providing Blue Cross 
service for their employes in all 
localities where it is available. 
yme companies which have not 
weil aggubscribed to the plans are anxi- 
us to see surgical service offered 
inder Blue Cross auspices, so that 
ymplete coverage of hazards con- 
mected with illness may be pro- 
ded, 


urer ex. 
& activi. 
an al} 


an wit 


natio 


with 


1, Tl. | 


inve#Owens Forms Sales 
Fromotion Division 
Merchandising, advertising and 
ublicity functions of the glass 
ontainer division of Owens-Illi- 
10is Glass Company, Toledo, have 
een coordinated under a sales 
promotion division. 

Managing the new department 
vill be Howard A. Trumbull, for- 
nerly merchandising manager, and 
ucceeding him will be Charles E. 
Weger, formerly the division’s Chi- 
cago representative. Frank Lynch, 
formerly of O-I’s Pacific Coast 
ranch, is copy and _ production 
chief of the new division. Bert 
Herron has been named the new 
Aavertising manager of the glass 
ontainer division and L, F, Heins 


I 


rEeCTOR 


or NCuding field management, aircraft 
ince, the sales and service of 
Fixed Base Operators, and the require- 
! commercial airlines, is a dis- 
ment of the aviation industry, 


irchasing power of this vast 


s the specific audience of the 
1€SS paper 


‘IRPORTS 


LOTT” 


LORS 
ry 4 


a 


IRE PUBLISHING COMPANY 

“roadway, New York 1, N. Y. 
\VIATION EQUIPMENT, AVIATION 
REDBOOK, AIRPORT6 DIRECTORY 
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NEW 1220 DIAL POSITION MEETS 
APPROVAL OF WGAR LISTENERS 


we ‘i . 


aie 


Betty Mahan, popular waitress at the East 
Park Restaurant in Ravenna, Ohio, told 
us... “we listen to WGAR every evening 
now that it comes in so grand’’. 


Anthony Petoskey, radio service man in 


Lorain, Ohio, says . . . “since WGAR shift- 
ed to 1220, it is heard here much better. 
We have many calls to change push but- 
tons to WGAR”. 


Bob Hood, auto service man of Medina, 
Ohio, says .. . “seems that most of the car 
radios around here are tuned to WGAR 
now that you're on 1220”. 


ve 


Jennie Leksan lives in Barberton, Ohio, near 
the rubber town of Akron, Ohio. ‘‘We hear 
WGAR just as clear as a bell since you 
changed to your new wavelength’, she says. 


La 
EarlHenderson, favorite druggist in Oberlin, 
Ohio, says... ““WGAR comes in here like 
a ton of bricks, and there’s even more 
demand for the products advertised over 


WGAR”. 


i re we “ nae rs 

% a 
V. . Thompson, on the staff at Youngstown ong 
Library, lives in Warren, Ohio. “WGAR 
comes in fine here,” he says, “since the 


change in position on the dial” 
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| Heggie Joins Poyntz lof three classes of goods which | jadvertising agencies, 


* 2 . : ba “eae 
eagle Joins Tove wie|Weighs Action on ,'raz.cnee, es, -|Ben Lichtenberg,  2e-zezeen cmp 


Hugh C. MacLean Publications, other two being chemicals and merchandising post with 
Toronto, has joined Alford R.| |pulp products. For another, no- Distillers Corporation. 


, 7 . ee oe Toronto, as account | Retail Promotion | body has been inconvenienced by Public Relations rejoined Schenley Distil ( 


ithe declaration, because the busi- poration, with which he 


ome ER 


Mass., curtain manufacturer, has 
appointed George T. Metcalf Com- Washington, Oct. 4.—On the un- 


| ing without “fire sale’ measures. 
Sees Long Textile Shortage 
An OWI report today insisted 


pany, Providence, to handle its| qetermined list, as WPB officials | “3* this country will suffer from 


advertising. 


to eliminate as many controls as 
possible, and at least 350 of the 
existing 500 have been tentatively 
prescribed for suspension — the 


'a shortage of textiles for a year 


limitation on promotion advertis- 
ing will probably be modified so 
that furniture is exempted. Some 
classes of furniture, not requiring 


Executive, Dies 


Lichtenberg, 52, president of the | 


public and 
industrial re- 
lations, “Ben” 
Lichten- 


|Schenley Import. 


ey Sees /ness of selling soft goods is boom- merly worked, and last May w, 


named advertising man 


New York, Oct. 3.—Bernard | CHARLES OTI 


Yarmouth Port, Mass., Oct, 3 


. select the regulations which will} ang : w. ears afte er- Institute of Public Relations and | Charles Otis, 72, publisher Miers 
go out the door on V-E Day, is the | aa ae At other ptr Big former president of the Associa- American Banker and Bon: Buye Mier 
government sponsored “holiday” | time element is scaled down, but |tion of National Advertisers, died and president of those pa; singlli dist 
B | R 9 N on promotion sales for textiles and|there seems to be considerable at his home| 1918 =, a — Cig mai 

furniture, invoked early in the|agreement that the declaration here today. Sept. 30 at his summer |! hen fim wil 

war to eliminate an artificially| could remain in force for at least | For many gg | business with om Bostyimm cos! 

stimulated demand for these short-| six months without embarrassing | years a lead- bhi. pee a which © late Tle 

age items. the stability of any one’s business. | er in adver- Fo gc assistant manager, Mir 

While the general inclination is If it remains on the books, the tising and in| Otis was at one time president 


Dow, Jones & Co., New York py. 
lisher of the Wall Street Joury 
and Doremus & Co., New York a! 
vertising agency. ' 


ee ot come mn rene he textiles, have already been taken | ere tn ae e M 
motion has friends in both indus-| out from under the ban, as have} PAS ? 
try and government who believe it| fur trimmed fabric garments. Har? ise Stetson to Drop War we 
should remain in force for at least} Two important factors in textile der Hamilton Theme in New Drive - 
six months after hostilities cease| shortage are: 1. The Army pro- Institute John B. Stetson Company, Pt 8 
B R 0 W N E in Europe. , gram for duck cloth, far behind | Bernard Lichtenberg vice-chairman | adelphia, which for two years has ” 
For one thing, textiles are one schedule because of unexpected of the Better|devoted its major advertisigiim;., 
= = nonpeae Fn = ly = Business Bureau of New York, and effort to the wartime job of cunf Rp 
solibern teile rail official American representative to ne pov at tag A depart froniiya 
ty The duck program. will remain the International Press Exposition it te rhs 7045 1 utional theme nm ne 
a in effect for the duration of the |@t Colgone, Germany, in 1929. He N. Toski Jr. po ee Arthe vol 
; Pacific war, but it can be scaled | Was the author of many books and | yo gos _ Bid Pe + entice ne va 
e down eventually so that the tex-|articles—among them, “Advertis- poe os semi-annual +2 Rear es. + 
. is a tile situation will come back into|ing Principles,” in 1919, and, with | 455, 7 
balance. Cutbacks in southern | Bruce Barton in 1926, “Advertising| “7, said the company has dei. 
war plants will contribute to this |Campaigns.” cided to introduce a new basic waa 
: improvement by easing labor. aot ben —., — theme, the keynote of which wil 
ie * Other Releases Planned aay survta, among others, Brew- | be “You'll Look Your Best in thay | 
Movements are afoot in WPB Right Stetson. In addition to it 


CITY ZONE POPULATION 331,570 


NORTHERN STATES 
POWER COMPANY — 


of women’s and children’s clothing 
and on the styles of women’s 


| blouses. In Congress last week, 


demands were heard for the return 
of the men’s suits with two pairs 
| of pants. 


to release restrictions on yardage | 


ing Industry Foundation, Swift & 
Co., Seagram-Distillers Corpora- 
tion and affiliates, Commercial | 
Investment Trust, Inc., Lehn &| 


the Commercial Printers of the | 
U. S., and the Commission for a 
Just and Durable Peace of the 


|national advertising, supplement. 
|}ary material will include posters 


Fink, Allied Stores Corporation, |"€wspaper mat service. 


counter cards, mailing pieces and 


Royal Dutch Airlines 


BUILDING | ved his progress report on de- Fedeen! Comment Churches of |Marks 25th Birthday se 
St. ss | velopment of S - ris ca. lined 
e aaa: omg i See cenrenor Me WPB Chai a ea 4 From 1909 to 1935 he served as|_,K. L. M. Royal Dutch Airline.) 
ny has served sion, airman J. A.| ident and director of Al-| Placed advertisements this weekfi.) 
St. Paul 88 Years |Krug said that 250 of 300 orders |Vice-presi¢ent an viccry en Wy |in New York, Washington, Chi- : 
yi eae | coveri h 'exander Hamilton Institute. He| re went gia ee 
oe ® Annual St. Paul pay |covering hard goods would be| : : | cago, Detroit and Miami newspe- 
ii - ee | sere d d th was also director of Congressional | ““5"; ; — oe | 
scrapped, and that 100 of the 20 : ~ , pers and in business and aviat 
“ roll 2 million dollars | limiting chemicals would be lifted, |Intelligence Service Corporation | itciiene ix Glameemain of ee 
3 © This building 6 stories | During the post V-E Day period, |2n¢_ general manager of Amos | Pe ea ons eee Wonka’. oleae 
ie. and basement WPB will maintain an active field | Parrish & fo. was pressident ——— 
tay ee ; r. Lichtenber s ° mé 
oo by 350 em. PP. TB ae ro the ANA in 1929 and 1930 and| Tomorrow marks the anniverfi., 
oe a | items but h id ¥ st vital chairman from 1930 to 1932. He| sary of the line, which, copy poin ii 4. 
nee © Serves 325,000 id on . pv no attempt also served as treasurer of the | out, has flown millions of mile i (j; 
Briss Paul customers. woula be made to curtail indi- i 1 Federation of Sales| “breaking air-trails on five cont-HR;, 
‘a , ae vidual initiativ the s h d Nationa : ” 
" @ Erected in 1931 at pomcmrs Tekin scam cana | Executives and as president of the |nents.” The first route flown by fn 
cost of $700,000 -P h eg - ae Sears tise will be|/Alumni Association of the New| the line was from Amsterdam 0 fi. 
eee a oe Prt i = yiieer ‘York University School of Com-/|London in 1919. Redfield-Joh 
“Te ee n whic 


‘ee ailietall 4 , : 7-billions a year. Are you overlooking it? || printing and paper produ * of 

| arge nationa and interna- Perhaps your competition is, too. That|] in packaging and who is § “* 

tional volume. Give all de- doubles the opportunity for you. So drop|| tomed to calling on lat oe 

aN e tails first letter. a postcard or letter today to Interstate | counts. Opening is in ‘ ag 


This City's 55.44 Square Miles Is One-Half of the Nation's 


STH LARGEST MARKET 


ONLY THE ST. PAUL 


DISPATCH-PIONEER 


RIDDER-JOHNS, INC.—NATIONAL REPRESENTATIVES 


NEW YORK CHICAGO ST. PAUL 
342 Madison Ave. Wrigley Bidg. Dispatch Bidg. 


cicidenamatibstiens 
To Develop Rural 

Westinghouse nee Seer Known in the printing trade for | yard & Co., Chi- 

Company, Pittsburgh, has organ- | 4¢signing original type styles, he| cago and Ns 

lized a rural market development | created type faces used by many | York, as Copy 

| department to promote use of elec- | daily newspapers. He was the au-| and contac! 

|trical appliances in an expanded | thor of “The Book,” “The Golden executive 

|electrical farm market. Alvan D Book,” “The Story of Printing and | on tb. a 

| Peabody, formerly with the elec-|Bookmaking,” “American | Type wae Sabie 

|trical merchandising division of oe tg Wings for Words ona) Rly : ad- 

Westinghouse, will head the new | thers. oo oe 

— vertising careél 

department. . with Newell 

AM GUYER sia T. A. Crabbe Emmett Com: 

| New York, Oct. i gg pany a was 

\Guyer, advertising manager 0 . tte, Com- 

Wanted: ‘Schenley Import Corporation, died ened = hag ot rom rstine 

Young | oanges gd at his home here. He & Osborn. New York “5 

COPY-WRITER | A graduate of New York Uni-|MacFarland, Aveyard hav: bi 


might hamper private enterprise 
or ingenuity, “either by restricting 
members of any industry to his- 
torical patterns or business or pre- 
venting entry of newcomers.” 
Mr. Krug said that a _ special 
priority would be used to assist 
| vital civilian production, but that 
he would resist to his utmost any 


effort of a particular industry to | 


get a blanket priority for its post 
| V-E Day operations. 


with special leaning to 
SALES PROMOTION 


Should be 25 to 35 with 
some successful experience. 
Able to work with salesmen 
as well as to write effective 
copy. Will have plenty of 
room to grow and advance 
with manufacturer doing 


Box 5124, ADVERTISING 
AGE, 100 E. Ohio St., Chi- 
cago 11, Illinois. 


ices were held this week for 
Douglas Crawford McMurtrie, 56, | 
author and typographer, who died | 
of a heart attack Sept. 29 at his| 


rector of typography for the Lud- 
low Typograph Company, Chicago, 
and was internationally known as 
an authority on the history of 
printing. 


account executive with several 


Here's a 7-billion dollar market, yes 


United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and let us 
send you some startling, profit-revealing 
facts about what the Negro Press can do 


for you. 


|versity, Mr. Guyer had served as | 


merce. |stone, Inc., New York, is the 

= |agency in this country. Royi , 

| Dutch will continue frequent in ., 

DOUGLAS C. McMURTRIE 'sertions in newspapers and i 
Chicago, Oct. 3.—Funeral serv-| Time, Life and Newsweek. 


home in Evanston, Ill. He was di- MacFarland, Aveyard 


SURPRISING 


FACT ABOUT NEGROES. 


is what a great job their spending does | 
in offering opportunity to advertisers. | 


T. A. Crabbe Joins * 


Thomas A. Crabbe, recently a 
sistant advertising manager fo 
Colgate-Palmolive-Peet Compan) 
has joined Mat- 
Farland, Ave- 


moved to larger quarte! 
Eastern Air Lines buildin 


WANTED 
SALES REPRESENTA VE 


One of America’s most p: =e 
sive and long established »4U* 
trial concerns has open 
sales representative, with om 
background of experie! 


area. 
Box 5116 : 
ADVERTISING A tI 
100 E. Ohio St., Chicago ae 
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Quinn Organizing 
A) Distributors 
Group Buying 


mtinued from Page 1) 

h within the manufactur- 
‘rol and after the product 
ie factory. If independent 
tors and retailers are to 
their positions in post- 
npetition, better and lower 
ethods must be developed. 
iy to do it is to concentrate 
‘merchandising functions, 
the same principles of 

n of labor, correlation and 
miss action which have been so 
«cessfully realized in produc- 


tim. 
“Vonitor does not announce 
mber distributors or supplying 
nnufacturers, but adds that it 
my include “distributors of the 
chss and type of Rex Cole, Inc., 
Nw York; P. H. Harrison Com- 
pny, Newark, and S. S. Fretz, 
Iic., Philadelphia.” 
Rex Cole told ADVERTISING AGE 
tiat he has not yet signed with 
tie Monitor group, and has not yet 
yound up his relations with Gen- 
ral Electric Company, which re- 
ently replaced Rex Cole, Inc., 
vith a factory branch for appli- 
nce distribution in the New York 
‘ity area. 
Half of Number Signed 


In fact, AA was informed, only 
ibout half of the 60 distributors | 
ave been signed, and eight terri- 
ories are entirely open. 

The entire group, which may 
total 65 to 80, would represent a 
ymbined annual postwar volume | 

retail of about $100,000,000. | 
Rex Cole, Inc., alone in normal | 
years has billed from $8,000,000 to 
$10,000,000. Monitor says’ that 
‘the total capital and surplus of 
all the associated companies is | 
estimated to exceed $12,000,000.” | 

“The company will not operate | 
on the conventional 30-day can- | 
cellation distributor contracts,”’ | 
the announcement says. “Once a 
member company is accepted it | 
can only be cancelled for cause by 
democratic vote of the other asso- | 
clated companies. Each distribu- | 
tor has his own independent busi- 
ness and a proportionate owner- 
ship in the headquarters company. 
Every sale he makes popularizes 
the trade name ‘Monitor’ of which 
he is a joint owner. It is planned 
eventually to extend this same 
kind of interest to independent 
retail dealers,” 

One department of the company 
vill be devoted to aiding returned 
servicemen to establish indepen- 
dent dealer-businesses, not in com- 


petition with other Monitor deal- 
ers, 


VY 


Aids Small Manufacturers 


Monitor would enable “small 
and medium-size manufacturers | 
successfully to compete in the | 
national market without setting | 


‘-anklin 5854 


up prohibitively expensive sales 
organizations of their own.” It 
also would buy, on occasion, from 
larger manufacturers. 
“Products are selected,” 


nature, quality and use, and the 
reputation and capacity of the 
manufacturer. The number of ap- 
proved products is purposely lim- 
ited so as to maintain the advan- 
tages of specialty 
avoid the thin-spread interest of 
the catalog house, and provide 
ample potential volume for profit- 
able operation, 

“Each product line is painstak- 
ingly checked to assure its value, 
serviceability and permanent con- 
tribution to the needs of our mem- 
bers and the public without re- 
tarding the sales of lines already 
included. . . 
that reputable 


top quality products.” 
Products Lined Up 


Monitor products will include 
air conditioning units (self-con- 
tained), cleaners, clocks, coffee 
makers, cooling units, fans, floor 
lamps (metal), furniture (limited 
lines), fluorescent lamps, home 


the | 
company says, “according to their | 


distribution, | 


Experience has been | 


individual manu- | 
facturers usually make one or two)! 


| freezers, incandescent lamps, irons, 
ironing boards and machines, 
| kitchen mixers and appliances, 
| percolators, pumps and home mo- 
tors, radio receivers and phones, 


electronic washers 
waffle irons. 

The New York headquarters 
will function as a service organi- 
zation, assisting member 
nies on sales, merchandising, ac- 


tubes, 


| counting, finance, personnel train- | 


ing, special campaigns, display, 
etc. Advertising campaigns will 
be offered to dealers and distribu- 
tors for use in their areas. These 
may be paid for on a 33 1/3% 
basis by Monitor, distributor and 
dealer in proportion to merchan- 
dise sold. In addition, 
plans to conduct a continuing na- 
tional campaign, emphasizing the 
Monitor brand name as “a mark 
of dependability, representing the 
best products of selected manufac- 
turers.” 


On the basis of 2 or 3% of $100,- | 


(000,000 annual retail volume, 


$2,000,000 or $3,000,000 would be) 


| spent in advertising the Monitor 
| line. 


gas, oil and electric ranges, refrig- | 
erators, roasters and cookers, elec- | 
tric tools, television sets, toasters, | 
and | 


compa-| 


Monitor | 


Distributors and dealers may 
|continue to handle other brands 
and lines, but the company points 
out that “too wide a variety re- 
duces the advantages of speciali- 
zation.” 


| 


. 


Printers’ Strike 
Halts Gannett Papers 


Publication of the Democrat 
and Chronicle, Rochester, N. Y.., 
was halted Oct. 5 and printers on 
the Times-Union were also in- 
volved in a dispute over interpre- 
tation of union rules regarding a 


form of “make work” in resetting | 
Both are 


certain advertisements. 
Gannett papers. 


E. R. Davenport, general man- | 


ager of the papers, said that the 
union “demanded immediate rein- 
statement of a man discharged for 
refusing to obey a foreman’s or- 
ders,” and 80 printers left the 
composing room when the demand 
was refused. Bertram W. Kelley, 
typographical union president, said 
the controversy with local Gan- 
nett papers had heen over contract 
interpretation, and the man fired 
|; was under union instructions in 
|refusing to set an advertisement. 


55 


Savarin Uses N. Y. Papers 


S. A. Schonbrunn & Co., New 
York, has launched a_ weekly 
newspaper series for Savarin 
coffee in the New York Daily News, 
Times, Tribune and World-Tele- 
gram. Insertions of 550 lines using 
the theme “No richer blend of 
costlier coffees can be found” will 
appear through December. Roy S. 
Durstine, Inc., New York, is the 
newly-appointed agency for the 
company. 


PHILAD 


WESTINGHOUSE PRESENTS . . . John Charles Thomas on Sun. 2:30 EWT., NBC.; also “Top of the Evening” on Mon., Wed., Fri., 10:15 E WT 
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Form Stevens & Lander 


Stevens & Lander, Los Angeles | 


merchandising, marketing and ad- 
vertising company, has been or- 
ganized with offices at 
Seventh St. 


tate tes Delle 


‘Curb Gouging for 
Level Economy, 


205 W-| Moulton Advises 


| Chicago, Oct. 4.—The stability 
| of our postwar economy can be 
'maintained if manufacturers will 


Robert Walters, formerly with | forego inflationary profits derived 


W. E. Long Company, Chicago, has | from 


price markups, Dr. Harold 


joined the copy staff of Jim Duffy|G woulton, president of the 


Company, Chicago. 


We can't get larger space in 
which to tell a most important 
story —’Meet Your Contrac- 
tor-Builder Customer.'* 


Send for a copy of this 
booklet, just off the press, or 


ask your advertising agency 
about it. 


A th n that ere going to 
Phage ‘Seliding that all the talking 
is about. 


PRACTICAL BUILDER 


59 East Van Buren Chicago 5 


| Brookings Institution, Washington, 
'D. C., today told the National 
Association of Furniture Manufac- 
turers, in convention here. 

Declaring that the government 
cannot control prices of manufac- 
tured goods without controlling 
wage rates, and because there are 
no indications of such action, the 
economist said the “responsibility 
for sound price policies will of 
course be shifted to the shoulders 
of business men.” 

Asserting that “It is just as un- 


take advantage of a situation to 
gouge consumers as it is for labor 


|gouge employers,” Dr. Moulton 
said the future was hopeful if 
“business and industry exhibit 


wise for business managemeni to | 


to take advantage of a situation to | 


courage tempered with wisdom.” 

The lifting of restrictions on 
materials used by the furniture in- 
dustry does not depend necessarily 
on the fall of Germany, and may 
come “tomorrow, next week or 
any other time in the future,” 
Frank S. Whiting, vice-president 
of the American Furniture Mart, 
on leave as chief of the WPB fur- 
niture and household goods 
branch, told the meeting. He urged 
the furniture manufacturers to 
prepare for the day when the 
armed forces have sufficient mate- 
rial. 

Reconversion of the industry, he 
asserted, will present no problem, 
with manufacturers having en- 
gaged in producing prewar and 
similar items for the duration. 


Celanese Promotes 
Harriet Raymond 


Harriet E. Raymond, formerly 
advertising manager of Celanese 
Celluloid Corporation, New York, 
plastics division of Celanese Cor- 
poration of America, has been ap- 
pointed assistant advertising man- 
ager of the parent company, in 
charge of advertising of plastics 
and chemicals. 


Courtesy Arthur Murray Dance Studio | York, 


In good dancing, intricate footwork soon becomes “second nature.” 


It is “second nature” for the people of Southern 
New England to turn to WTIC because, for 
more than nineteen years, WTIC has provided 


the type of radio programs they prefer. 


Thus, there is a constant audience for your sales 


message when you use WT1C—an audience that 
possesses an effective buying income 60% greater 


than the average for the entire United States. 


Let WTIC’s 50,000 WATTS sell your product 
in Southern New England. 


IN SOUTHERN NEW ENGLAND 


PEOPLE ARE IN THE Aabét oF LISTENING TO WTIC 


Botany Budget 
Expanded for 
First Net Show 


Passaic, N. J., Oct. 5.—Expand- 
ing its appropriation for radio ad- 
vertising to support the expected 
increase in postwar business, Bot- 
any Worsted Mills is entering net- 
work radio for the first time Oct. 
30 when it launches “One Wom- 
an’s Opinion,” featuring Lisa Ser- 
gio, on 190 Blue Network stations. 

While the program, to be heard 
Monday, 10:45-11 a. m., EWT, will 


_be used primarily to promote Bot- 
j}any’s lanolin cosmetics, other 


trademarked products will be ad- 
vertised, including “500” suits for 
men, knitting yarns, ties, robes 
and fabrics. 

Probably the first large textile 
firm to use network radio, Botany 
has sponsored Miss Sergio on 
WQXR, New York, for the past 
five years, and has used limited 
spot advertising. The new Blue 
show supplements the company’s 
current campaign in 20 national 
magazines and the New York 
Times magazine section. Other 


advertising of Botany products is 
| handled by local dealers in news- 
|papers and outdoor posters, and 
the company is also using tele- 
vision programs on a regular basis 
on NBC’s New York television sta- 


Bj tion, WNBT. Agency is Alfred J. 


Silberstein, Bert Goldsmith, Inc., 
prow York. 


| Wesson Replaces NBC Show 


Wesson Oil and Snowdrift Sales 
| Company, New Orleans, on Oct. 16 
jis replacing “Hawthorne House,” 
|program it has sponsored on 
| NBC’s Pacific Coast network for 
|the past eight years, with Haven 
| MacQuarrie’s “Noah Webster 
Says.” Program, promoting salad 
oil, is heard Monday, 9:30-10 
|p. m., PWT. Account is handled 


Sponsors Gracie Fields 


Bristol-Myers Company will 
| take over a solid hour of Blue Net- 
work time on Tuesday evenings 
| beginning Nov. 14, when it starts 
sponsorship of the English comedi- 


|enne, Gracie Fields, over 147 out-| quest will be taken up Oct. 9 # 
|lets, 9-9:30 p. m., EWT. Doherty, |a meeting in Chicago of the inter 
| Clifford & Shenfield, New York, IS | national executive board of the 
the agency. The program will pro- | Arm. 


mote the company’s Mum deodor- 
ant and Ipana toothpaste. 


Bristol-Myers also sponsors the| NBC Radio - Recording division 
“ 7% : i ~ g division 
Alan Young Show” the preceding | jssued no statement following 
half-hour on the same network| release of the President's 


through Pedler 


| Swank Slips on MBS 


| 


singing of Jean Tighe and Bob 
Barry, promoting Swank’s slips for 
women. The show will be heard 
Sundays, 9:45-10 p. m., EWT. 
Agency is Hirshon-Garfield, New 
York. 


Manhattan Takes CBS Series 


Manhattan Soap Company, New 
York, for Sweetheart soap, will 


jointly by Kenyon & Eckhardt, | 
New York, and Fitzgerald Adver- | gram dated Oct. 4, -—r 
|| tising Agency, New Orleans. | | 


| 


| 


, Ryan & Lusk, New | Frank M. Folsom, vice-presideni 


: | pany’s “hope that Mr. Petrillo wil 
Miss Swank, Inc., New York, on | cconaier : 


Oct. 22 will use 29 MBS stations | pe quickly settled to the satisfac- 
for “Relaxation in Music,” a quar-| tion of all concerned.” Paul \ 
ter-hour program featuring the | Kesten, executive vice - pre 


MEDICAL 
COPYWRITER 
WANTED 


by well-known N. Y. advertis- 
ing agency to write on impor- 
tant ethical accounts. Must have 


considerable medical knowl- 
edge; also ability to write mes 
sages which will be read thru 
by busy physicians. Excellent 
art department will help you. 
Starting salary commensurate 
with record of applicant; future 
can be as big as you make it. 
Write fully, including salary 


now earned. 


Box 5117, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y. 


Advertising Age, October 


1944 
sponsor a dramatic serie on » 
CBS stations, Monday M 


Friday, 5:15-5:30 p.m. Ee. 7 & 
start Nov. 20, no title o 
for the show have yet } : 
cided on. Agency is Duan: Jong ; 
Company, New York. "7 


Hall Sets Blue Show 


* Hall Brothers, Inc., Kan 

Mo., will sponsor the “C 
Greenwood Show,” beginn 

15, on the full Blue Nety 
its Hallmark greeting card 
program, which served as . 
mer replacement for the B 

show, will be heard Sunday nes 
3-3:30 p. m., EWT. Hall Brothel. 
sponsored “Meet Your Navy” 
the Blue since Aug. 21, i94) 
Agency is Foote, Cone & Beldin; 
Chicago. 7 


Albers on NBC 


Albers Milling Company, Sea. 
tle, Wash., on Oct. 2 began spon. 
sorship of the “Albers Homemak. 
ers Hour” on the NBC Pacig 
Coast network, Monday throug) 
Friday, 10:30-10:45 a. m. Pwr 
The program, featuring kitche 
hints, will promote Albers Flap. 
jack flour. Foote, Cone & Belding 
Hollywood, handles the account. | 


Fisher on West Coast Web 


Fisher Flouring Mills, Harbo 
Island, Seattle, on Oct. 14 wij 
start sponsorship on NBC’s west. 
ern stations of a quarter-hour 
news program featuring 61-year. 
old James Abbe, veteran photog. 
rapher and correspondent. The 
account is handled by Pacific Ni. 
tional Advertising Agency, Seattle. 


Coldstream Sponsors Quiz 


Coldstream Products Company 
San Francisco, on Oct. 18 begins 
sponsorship of “Money on the 
Line,” a quiz program, Wednes- 
days, 9:30-10 p. m., PWT, on the 
California CBS network. The pro- 
gram will promote Coldstream 
Sunnybank margarine. 


FDR Asks Petrillo to ige 
End AFM Recording Ban #° 


President Roosevelt, in a tele-MMy: (| 


requested 
James C. Petrillo, president of the 
American Federation of Musicians 
to comply with the National Wa 
Labor Board order to rescind the 
two-year ban on the manufactur 
of commercial transcriptions and 
musical recordings. Mr. Petrillo 
replied that the President’s re 


Of the three recording compé- 
nies still affected by the ban, only 
ire, 


_of RCA in charge of the RCA Vic 
tor division, expressed his com- 


. and the dispute 


of CBS, speaking for Columb 
Recording Corporation, mace 4th 
similar statement, point OUT a 
that Mr. Petrillo “gave his wordiihg 
publicly and repeatedly D 
would call off the strike if 6 
President asked him to.” 


Auto Dealers to Mee’ 


The annual convention { ‘hé 4 
National Automobile Deale s ASM ;, 
‘sociation will be held Jar 29-3 


in the Stevens Hotel, Chic 


Key Position for 
INDUSTRIAL | 


COPY-WRITE” | 


Preferably Engineer. \ 
have had experience Pp 
ning and writing effe« 
industrial copy. Key Pp 
tion, advertising dep 
ment manufacturer ' 
established nation 
Permanent place, adva' 
ment, good pay. 
fully, giving all details 
cluding draft status. 
Box 5128, ADVERTIS!* 
AGE, 100 E. Ohio St., ©" 
cago 11, Illinois. 
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onaress Studies 
flecion’ Ads of 
. Apacio and Dailies 


ity 

my te (Continued from Page 1) 

k follifnquence the course of the elec- 
cu Pavel ivertising, he said, could 
) Hopelibe 2 violation of the Corrupt Prac- 
nday: HiRice which requires that any 


then find’ 11 who contributes more 
*? MBha $50 to a political cause regis- 


194 er! ctivities with the clerk of 

elding MBhe House. 
Based on Full-Page Ad 
ction of the Senate group was 

Seatliiected toward Mr. Brewer on 
sponfifhe basis of a Standard - Times 
emak-[gediorial reprinted in a full-page 
Pacific in the Washington Evening Star 
rough MEBet. 28. Dealing with the causes 
PWIfm{the disaster at Pearl Harbor, 
<itchey ¢editorial, according to Senator 
Flap. fren, may have been an adver- 
elding fisment designed to influence the 
punt, pletion. 

‘he committee’s current activi- 
Veb ig are directed chiefly against the 
Harborfimber of “independent” political 
4 willboups which are spending consid- 
; West-fbable money in campaigning. Its 
-r-houfmafl is working on a comprehen- 
l-year-Mgve revision of the election laws 
shotog-f/mhich will probably attempt to 
-. Thlfuther limit the role that com- 
fic Naf/mercial advertisers may play in 
Seattle, My.itics. 

P Members of both houses are 
vuiz irticularly disturbed about the 
mpany,fmde that commercial radio is play- 
beginsag in this campaign, and they 
on thef™ar that 1944 will be just the 
Vednes-feginning, unless curbs are worked 
on theft to keep sponsored commen- 
he pro-Mmaors and guest artist programs 
istreamf™rder some sort of supervision. 

FCC Dodges Issue 

Numerous complaints have been 
dged with the FCC about the 
Ban roadcasts of individual commen- 
_ Metors on both sides of the fence, 
a tele-M@ut the Commission is deftly dodg- 
questel#is the issue, insisting that it can- 
t of theMMot become involved in supervis- 
isiclans Mie the content of individual pro- 
1al Watlrams. In the past, however, 
‘ind the@Phairman James Lawrence Fly 
ufacture established himself as a 
ns antH™pokesman for those who believe 
Petrilo@f exercising control over the re- 

nt's ré#iharks of commentators. 
ct. 9 aM The argument, generally pre- 
e inter-Miented by the pro-Roosevelt group, 
of te@implifies Mr. Fly’s warning that 
‘orporate interests” will fill the 
comp@@iir with conservative commenta- 


an, On@—prs, who will eventually play a 


ig role in election campaigns. 

According to the complaints 
eard here, some of the commen- 
Riors are devoting considerable 
me to the Dewey cause, and their 
rograms, according to Demo- 
rats, are in fact contributions to 
l¢ Republican campaign fund. 


GOP Makes Counter Charges 


This discussion is not entirely 
ne-sided. Republicans counter 
ith the assertion that a number 
administration officials, speak- 
8 On the air as public servants 


resident 
CA Vics 


lis coms 


, = 
_ = 


Food Advertising Man 
For National Concern 


seth r clients, a leading food manu- 
sone eeds a capable man to plan and 
‘ ivertising. This is a big job 
unlimited opportunity for the 
ints to succeed. Working con- 
! employee relationships are of 
Stable, secure employment is 


the man needed must be of good 
ibility, well grounded in the 
d routine operations of ad- 
fe must also be a team worker, 
4 rmulating, coordinating and 
Plans for profitable adminis- 

large budget. 


e that the man selected have 
D tintance with the food field, 
familiar with store display ad- 
' direct mail These factors, 
p be of secondary consideration 
int who possesses the required 
! whose record demonstrates 
EDility 


lary will depend upon record 
i but please include your own 
\ er of application. 


Louis and Brorby, Inc 
I : South La Salle Street 
Chicago 3 


Need 


on free time, are getting in licks 
for the New Deal ticket. The Re- 
publican argument was further 
developed by Rep. Wigglesworth, 
who reported that some _  pro- 
Roosevelt speeches were put over 
by visiting officials who took part 
in a radio program broadcast in 
Baltimore and Washington at the 
expense of a war contractor. 

When the revised election law is 
drafted, the staff of the Senate 
committee hopes to work out 
something to curb the political 
activities of commentators, but in 
all honesty, staff members are 
scared of the problem. 

Their position on printed matter 
is more definite, however. The 
committee will investigate all per- 
sons who appear to be making 
political contributions in the form 
of advertising. Such _ investiga- 
tions will seek the name of any 
advertising agency involved, and 
the amount of commission paid. 


Heinz Promotes Sherk 


Frank T. Sherk, formerly man- 
ager of the Toronto East branch of 
H. J. Heinz Company of Canada, 
Toronto, has been appointed sales 
promotion manager. 


Vanderwarker Advanced | 


Gordon G. Vanderwarker, man- 
ager of the political sales depart- 
ment of the Blue Network, and 
formerly with NBC in the political 
sales and sales service depart- 
ments, has been appointed assist- 
ant to C. P. Jaeger, national sales 
manager of the Blue. 


De Angelo to McCann 

Carlo De Angelo, free-lance 
producer and former radio direc- 
tor of Marschalk & Pratt, Compton 
Advertising, Sherman & Marquette 
and N. W. Ayer & Son, has joined | 
the radio department of McCann- 
Erickson, New York, as a produc- 
tion executive. 


Publicity Club Elects 
Frank L. Rand, of Frank Lindsay 
Rand Company, has been elected 
president of the Publicity Club of 
Chicago. Other officers are Mil- 
dred Bruder, Chicago Public Li- 
brary, William R. Harshe, Harshe 
& Cox, and Dan Thompson, Na- 
tional Safety Council, vice-presi- 
dents; Natalie Cherry, Wrisley 


| “finer texture,” the survey showed, | 


Toiletries, secretary and Albert 
W. Bates, treasurer. 


Pepperell Survey Shows | 
Women Prefer Brands 


Ninety-two per cent of the na- 
tion’s housewives are able to name 
the brand of sheets last purchased, 
Pepperell Mfg. Company, Boston, 
has discovered in a survey just 
completed, which also revealed 
that eight out of ten women pre-| 
fer to purchase nationally adver- | 
tised brands, and that over 50% 
have a specific brand in mind 
when they enter a store to pur-| 
chase sheets. 

The most 
qualities are 


popular Pepperell 
“long wear” and 


two points most strongly empha- 
sized in the company’s current 
advertising. Details of the sur-| 
vey, now being shown to the trade | 
by Pepperell representatives, will 
be released shortly. 


Shortens Washer Name | 

Postwar household washers 
manufactured by the Automatic | 
Washer Company, Newton, la., 
will be known by the original 
product name, Automatic washer. 
The qualifying words, Laundry | 
Queen, have been dropped. | 


. .. @ sound and stable market. 
Its economic factors are basic and 
subject to little change. 


merchandise in Buffalo by income 
areas in the 20's, 30's and 40's; 
also a map showing coverage of 
these areas? Write: 


POST-WAR 


BUFFALO... 


May we show you the sale of 


Buffalo 


COURIER | 
EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 


Tons of PAPER 
speed urgent 
wartime phone calls 


oe * 
moses wee 


What reference book do you use most? Dictionary? Perhaps, but 


more likely your phone directory . . . 


Imagine the millions of hours telephone users would waste 
calling ‘“Information’’ operators — if there were no PAPER for the 


millions of phone books published annually. 


And PAPER helps in many other ways to bring the world ‘‘close 


as your phone.” PAPER engineering diagrams ... toll tickets . . . 


service and repair orders . . 
sages over the wires. 
In the telephone industry, as in every other branch of the war 


. speed countless urgent war 


effort, PAPER is an essentiality. 


mes- 


NEENAH, 


ee — 


SLevelcoal "PRINTING PAPERS 


While conserving our nation’s critical resources wherever possible, we 
are manufacturing the highest quality Kimberly-Clark paper that can 


be made under wartime restrictions. 


KIMBERLY = 
CLARK 


CORPORATION 


WISCONSIN 


\\ «A proouct oF 


- 


\| Kimberly 
| Clark 


\ RESEARCH 


material 
to make full use 


. “TRADE MARK 


SAVE WASTE PAPER —Paperisa vital war 
It is the dury of eve ‘ 
of each piece — to save all 


waste paper and have it colle« 


ry A 


ted regularly 


: ; of . e ee ye 
e . f ‘ ar n'y ; * 2 aad are : 
eg: eat a 
4 sat cy Z 
ee ‘a a 
1944 , $ = 
¢ il » RI a 
roug Po oe dee : Pe ae 8 
orm yi sie E 
se) any 
nN ¢ q “ea? “es 
. y ‘ en Ro . oo ee 
| err re pa ie ae 
. ° sae _ ; ee 
| ~ = — Ki VS oe ae 
a, 
ies) aa 
pe ea : 
Tet Ewa ig yg a ; Wis 
i 
ARMIN ie 
es i ara aeeemml a 
, Bes tee aca 
. ie Se =e = 2 a — ee 
“i : a {nw a Pa ey Ange Ss . 3 ” 
LPs A OC; i ne "4 Ss i 
} » a me « , wah J, Beene . a % eo. ;. 
> —S ‘ee se , ~ , 
| ft Gee ; ~J eS. Be ; afk +, i be 
a —  / 4 DET emt oc ont —— ¥ ee 
“ ke iS ae CRE (oD ae ae. | Sige 
y. se Bn x a yy eS ss. 
a Geo a RRS sa aa oj 2 
, Goma oe ee oy at = a 
ES vy ¢ 43? y re 
A eS aS <EX P 4 a 
Ke : 6a 
A. nr ’ ee ee 
y PS = SS Pe : eee, “i 
0 ESS Sees . <a OR Gatag | ae 
SSeS ‘ae Ow ae —_- e 
5 See <as , ° Sita ve a rf 
—— Le ‘y, << & : _ — 
— ——V— fy FT rip a 
— a atin . = ——— = =~ ee: y we gate? Del * Weak ; oad 
—=S <>. Sa . oer <a Se : 
Fe, ag ay am a awe —~ , ~ ~\O a ee 3 i a 
a ey ar > &% AES ee ate 
4 as ae a XN in 5 ay ee es es es 
e . \ rat Shae = ra) 4 - wre Se 
j a ee a . 2 » . - L240 * oN ; 
PP A oe Se SA, aaa 
~ _ a atl a we ae 7 Fee bic, 
\\ i te FR 2 “£8 PES an cs 
-* y rw, a Rp a ae ee ee 
} eres a) Ver eat ee thang STOR ee ys es 
—..——.—————_ ar, * sf =" 2 ~<a Becca 
| we == a (i ae a a 
= “ ; LIE Nao — gr 
| nee 3 Ci TD he code ee, 
<n Re . ’ rg? hap te dl a> ee 
7 - % , Aig * ime tne ae Ses 
ee : \ tase fek: a os ae 
— a ay SR at. Ve Ly = ae 
{ae (Sse Niue a 2 
ate S Soot Ga 4 An (taney eae eal ee, ‘ er ial 
gpm Pt ih RR oil, ta a ors 7 P — ; eee 
a . Ser eetge soos oe A Hi EE — 
Ao SS ae Oe rig PST, Sess wre east oer, si nw ag a e 
A Sapa C8 **,> a Laren ce meat a a ge / jhe es / ‘ 
« he ogg f tan eS Be Seat, Bs re : to fom : 
i ere, ee” #e tt Eee ae : / bigs i in Lm / 
te ot” a4 SS ee ee ’ fe he Rae a ae ee at so / 
ent “eee. <=. Rcd he x Re ee 7 - oy s i 
a ee te ns Bltaaer . : = 7 . 
apy | “on ee ey a e 
aS Se rea, yh dm = Ty a / a ae 
gy” eee : aie ed « £%, ee ee. E 
Ving a os 4p he a ge. le “ ne as 
= oS Ws if 2 em yf bie ae 
ESS vette |” ng Ge & = yng enna toy , a Gla 
35°35 Mi an ee ee a As ay —= Aes *"ue vo » , * - Rey? © 
ie r ~ R77 FE eS a alas re 
rillo ye a a A v4 ~T nae eos =f) ' tig a 
Jute Can y ine - ie ee 7 
atisfac- th |S Pe es). e 
al Vr ee, ee Sco Om 
president PA nelle ae a Oe sige md sic in ,* r 
ident Be i. ys eee oe ae & an 
‘olumbia PERS NS SBS Oa ay is nel 
n le a . k ~ e & a S- ; » ‘ ‘ - aie 
uy ee he i sy, See <a hn 4 ee. i ‘ 
word . > ‘oe Pa ry of ar, tee 5, 
“4 See eS — i 
e if te \ Ae —S 4 spare Neue a 
>> ae 
¥, ‘ a EEe 
Be ae 
e Pe “A 
» of th o 
| As- 4 
in. 29-31 es 
1 “e a nN 
= re = 
eons ke d- ie 
oe ee 
EE a 
ae q = 
——— ee = 
| Po | 
| . ee mmr ; 
—————— 
| 
: ( -* i = 5 . ‘ = ‘ES. z . PS teh os ~ is p a x ‘ : v ; 


- 


rene 
— 4 
a 


Boston's 
Only ALL-DAY 


Newspaper... = 


.--is the only Boston newspaper bringing , 
its readers such a star-spangled galaxy of 
top-flight columnists and commentators as: ! 
Walter Lippmann, Dorothy Thompson, 
Ernie Pyle, Fletcher Pratt, Ernest K. 
Lindley, Jay Franklin, Samuel Grafton, 
John Lardner, Henry McLemore, Kd Sul- 
livan, Dorothy Dix, Grantland Rice, 
Polly Webster, Helen Lombard, Stanley 
Woodward, John Steinbeck and others. 


*All comics, editorials. columns. cartoons and other features appear in A.M. Giose and in P.M. Giose. Result: 
Your advertising is read by two different but equally responsive groups — one in the morning; one in the evening 


... practically no duplication. 


The Boston Globe 


MORNING + EVENING + SUNDAY 
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bdvertising Age, October 9, 1944 


~~ PHOTOGRAPHIC REVIEW 
OF THE WE 


D. See er Cece EATERS LOOK. AN. Mckee! MODERN FACTORY 


An American Romance Saco 


Nk tA WAT. fin rhe 


’ ot Matrot 

UMERICAN ROMAN TELEVISORS TELEVISED—Subjects for their own cameras at the reception 

Sept. 21 opening the new video studios at 515 Madison Ave., New York, were 

these officials of Allen B. DuMont Laboratories (left to right): Paul Raibourne, 

treasurer; Mr. DuMont, president; Bernard Goodwin, secretary, and Leonard 
Cramer, vice-president. 


DEFENSE PLANT CORPORATION 


U. S. PROMOTION—Front cover of 
one of a number of standardized four- 
page folders which Defense Plant Corp. 
is producing for each of its plants 
which have been declared surplus. The 
folders contain a picture of the plant 
and a brief description, and are to be 
used as direct mail promotional pieces. 


IMPROMPTU—I+ was news to this New York luncheon group when Murray 

Carpenter (third from left) announced that the day marked his |0th year with 

i 5 . . Compton Advertising. Left to right are: A. H. Flaten, CBS Radio Sales in New 

Detailed engineering studies of each York; Jean Lawler, time buyer at Compton; Mr. Carpenter, media supervisor, 

plant will also be made available for and William Fairbanks, time buyer for the agency; and Carl J. Burkland, gen- 
checking by prospective buyers. eral manager of Station WTOP, Washington, D. C. 


OR Se 


a fl comes | Y v - » ¢ 4! se ll , ded : : « 4 Pa tx cana “+4 wean <he ae 
o oe * * * * * * * * * * . * * 
KING VIDOR’ S production An American Romance in TECHNICOLOR 


’ BRIAN DONLEVY 2.22 ROnires . Wires suet - sor QuslEn -MORACE MCHNIAY - Prageant ond Seeetied 
by KING VIDDR.Screen Play by Merbert Deimas and William Ludmg + An ¥G-M Puetue 


DONATE TALENT—Some of the art work contributed by 45 leading American 
illustrators to promote M-G-M's Technicolor film, "An American Romance," is 


shown in this advertisement. (Story on Page 26.) 
T P WUTDOOR ADVERTISING INDUSTRY JOINS THE U.S. TREASURY 


VITAMINS NEVER mmm, youre some 
HELPED YOU? Ff SSS St Cus SATA, 


Thirty Vitamin Specialists and Doctors 
Tell Why Now! Thrilling improvement in 10 Days 


from any of these symptoms if due to 
Acute Vitomin 8- inet Deficiency 


A Revelation to Thousands Who Have Token 
B Vitamins and Been Disappointed 


0 Sees Way 


Let this Amering Booklet Meip Tow 


tapers Mowe Approved Whee you Seve rhs amaning beokle! in wer 
Send you hove euthurtorre ccientlc advwe 
frre thos teny ond vitamin matinw tes On have 
te tobe woos & fort why oof ob pour 
doctor it ne doesn tonk thin plan & good one 
to fellow You mooy foe! wort butter im 
lore os 30 days 


Srlle CW Che 


STAN-B 


BETTER B VITAMIN HEALTH 
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AN-B WAY—With this copy offering the consumer a Stan-B booklet, — crcl 

i Brand's pharmaceutical division last week launched an extensive cam- READY FOR 6TH WAR LOAN DRIVE—The outdoor industry has gone all-out for the 6th War Loan drive, coming in No- a 
= ca the Chicago area using newspapers, radio and drug store display and vember, with suggested designs for product sponsorship and for use by local sponsors. The poster at the top is the 
— sterial. H. W. Kastor & Sons Advertising Co., Chicago, took over the design for the outdoor industry's contribution to the drive; the center poster has been prepared for local sponsorship 


account Oct. |. (Story on Page 6.) and at the bottom is a poster for product sponsorship. (Story on Page |.) 
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the Sun sells* 


What’s doing in Washington, and what’s going 
to be doing—means more to more people than 
ever before. 


The Chicago Sun operates one of the biggest and 
best-staffed Washington Bureaus. Its members 
are seasoned news men, and women — able to 


interpret and analyze as well as get the news. 


Stories on Washington by Sun staff members 
under the direction of the veteran Bascom N. 
Timmons, chief of the bureau, regularly report 
the Washington front accurately and fairly. The 
Sun’s entire Washington staff collaborates on the 
widely read column, “Inside Washington,” which 


is a daily feature in The Sun. 


And with Washington news marching next to 
war in the minds of forward-looking citizens, the 


Washington job The Sun is doing is another reason 


ie 


AM 
N 


* Washington News 


why more than 335,000 people (who can get 
The Sun under today’s paper restrictions) buy 


The Chicago Sun daily. 


It helps make these two facts stand out for any- 
one selling in Chicago: 


1. You need The Sun in any newspaper 
combination to cover Chicago completely, 


economically and efficiently. 


2. By using The Sun alone you can make a 
tremendous impact against America’s No. 2 


market with a relatively small expenditure. 


CHICAGO’S MORNING TRUTHpaper 


, THE CHICAGO SUN | 


400 W. Madison St., Chicago « 250 Park Ave., New York 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. » NEW YORK: 230 Park Ave. 


Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 


NEWSPAPERS GET 


IMMEDIATE ACTION 


eeeeeeee 


COSSSSOSSSSSHSSSSSSSHSSHSHSHSHSHSHSSHSHSHOSSHSSHSSSSSSSHSSSSSCHOSSSESeeeaeeosoaeaneoaesananoneoaeooaeesnoeeeeeoee 


@eammmmiefe | 


wo) 
a SS CLSMOERS666OSSE 6940 6066SE SSSR OSEEEESEOSSHESSEEOEES HOSES EOLSTS BHO EP ERTS OSS OS SE COTES SOUS ESOS S SES SETAE IES TY anne a eetee ee 
ae ° 
; ; ° a 
: 7 + 
f e + . 
> 4 ‘ 
ie . 5 
bd + 
e « 
7 2 | 
, e e 
ri e . 
aia. + 
oo ef oa ‘ 
. ee | : 
. e . 
. ° . 
® . 
— ° . 
ae ° 
wor ES: ° ; 
eae e . 
eine : bd 
i . : 
ee e 
. 
Si ee > 
ead . 
Forshee, be . 
Ble, a in ei . 
+; tee e 
. 
> foauG dong 
7 p] 
i pO OU Ny : : 
a He . L —4 
? a - : . 
{=e e 4 > = —Ty 7. . 
Bei ii ° Fol .; : 
Rees >. — ra fe 
Ls 4 
ae os 7 x ~ 
7 ° « 4 va ys s a — ae “Ss; 
bd , - , a > os t 
7 > “ay . or, ad 3 
“a ° * TM il | a J ‘ SO. = : MS on, 
% ; Bly ——— : : 
= gia e - ——= b bing ee : Tre 
ee ° iy i Po 
™ 5 ENS > 
: Peete Ul) / >< Wi < es. 
% . » 2 Peay 
: . at x 3 AS ; Z%, a a 
lg, SEER UNGT y,,, 
° BE a, 4 A ON” ‘ is 
. ee? B. 2 § ‘See : yr 
. ‘ 4 7 The Cc 5 7 ’ * , j ; 
Vo Rica : > a eg J 
. z RIT p Zo Sup if {3 , 
fae . Sion. * 8s, beh; Was 4 iy g 
eet ° nay,” Part; ing hing, ee er 
. ° Prop deb, ula Scene a Bur, - sete j 
— : Cong rdility ses spoly Hoy.’ topic tay, OY . 
ne ° ig tharss ae ea rua b wine Diem» 2Mong - ee 
ela . » “ms Sl] act; D ere . e “mg u 
é w . d .”U 8 ™m 
. . thos the “lim thin Put Teg. in * On th lg Whe berg of . iG 
4 ey ai2¥orin t” of anits ” ion on the e air ther Co Con. . r 
ai ug 8 Ours,’ . 4 
ea : be tera hcaa as Woure dae posal janere yes 2 
Sean) aa Sena iy 0 ~~. Sp - . 
= 7 J OM » alr th i Be 8 
Pe - — S 
: . 
7 
. 
- . 

oo ° l2 
amare ° tr 
ae . 

Bae: * 
Bat . f 
sinc Cache e 
. 
7 
ee . W 
pee. > : 
on SPOS SESS SSSESSSHHEHEHSHSHSSHSESSHS SHEESH SESEHSHSSEHEEHEHEEESEESSSEEHESESHHSHEHEHEEHSSHESEEHESEHSHEESHEESESEHEEHSHEEHEEESESESESSEHESEEHEHEEHEEEEEEE I 
° i 
. F 
ee e - 
. = ° i 
e . _ 
: 7 
Ra . 
ei, 7 
es 7 V 
: : \ 
= 7 
_— e ‘ 
: . 
i ~ 
es * . 
Ue gy aa . 
oe , ra = 1 
ene ° 
en 7 
a e £ 
me . 
a . : + 
: é e 
4 P 
- a - 
i e 
7 
~ 
‘ - ry e ® 
Bin! ee . ° 
aac . ; 
ie . : 
” > ‘ 
E* M bd 7 
i y . . 
i. os . ° 
— : ° . 
tae ee . . 
, iy . . 
7 . 4 
S . . 
Me”: oo. * 
. . ° 
Fs, . ~ 
Pe ° : 
SpE naet: . ° 
4 Bf . ‘ OU i li a Se Te ES Re | oS ca * 
a Seay ° : 
Fae et ° . 
peeve - ° 
. F . eS Po SS. =P ° 
ews 7 . 5 
: . . . 
"ti e . 
3 eC 
. ,. 
- . . 
. . 
. . 
. . 
. . 
e . 
: ee ; 
eo . 
. ,. 
roen ° : 
aa 
e . 
4 . ee | . 
Nin) . ? 
. . 
° ; 
*. 
; . 
e@eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeer eee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeaeeee eer 7 
ee Bs - 5 . ee | ‘ i ; ; P : : TT 50 - ; 7 


